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Virtualization 


DO  MORE.  YOU  SAVE  MORE 


THE  BARRIERS  TO  VIRTUALIZATION  FALL  AWAY. 


HOW  FAR  WILL  YOU  TAKE  VIRTUAL? 


The  end-to-end  virtualized  infrastructure  is  now  a  reality.  From  servers  to  desktops  to 

management,  it's  all  possible  with  Microsoft's  comprehensive  and  cost-effective  portfolio 
of  virtualization  products  and  solutions.  Find  out  more  at  microsoft.com/virtualization 
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Today's  IT  and  Business 
Leaders  on  Market  Trends 


Infrastructures 
for  Innovation 

A  difficult  economy  is  impacting  IT  investments,  but 
funding  advanced  communications  infrastructures 
brings  opportunities  for  innovation  and  cost  savings. 


IN  A  DOWN  ECONOMY,  IT  leaders  face  a  challenge:  convincing  the  organization  to 
adopt  more  sophisticated  voice,  data  and  network  infrastructures  to  drive  business 
value.  They  know  that  advanced  communications  services  are  the  backbone  of  effec¬ 
tive  customer  experiences,  providing  businesses  with  quick,  efficient  and  cost-effective 
ways  to  reach  out  and  respond  to  clients  and  prospects.  In  that  and  many  other 
respects,  these  services  contribute  to  exactly  what  the  business  wants  in  these  challeng¬ 
ing  economic  times  -  lower  operating  costs,  higher  revenue,  and  effective  and  rapid 
delivery  of  new  offerings  to  the  market. 

There  is  agreement  by  both  IT  and  business  leaders  that  data,  voice  and  network 
services  can  be  leveraged  to  drive  innovation.  A  recent  survey  conducted  by  IDG 
Research  Services  and  Fortune  shows  that  nearly  nine  out  of  ten  senior  IT  and  business 
executives  believe  this  to  be  the  case,  and  they  cite  facilitating  remote  access  to  critical 
applications  and  speeding  up  customer  service  among  the  top  advances  these  services 
enable.  Both  sets  of  respondents  believe  that  companies  that  continue  to  invest  in  data, 
voice  and  network  services  during  slow  economic  times  will  gain  important  benefits, 
such  as  improved  efficiencies  and  reduced  costs,  and  better  collaboration. 

Even  so,  the  challenge  CIOs  face  in  talking  to  their  business  peers  about  substantial 
upgrades  comes  from  the  fact  that,  in  the  midst  of  a  downturn,  nuts-and-bolts  consid¬ 
erations  often  trump  hoped-for  advantages.  That  is  especially  true  when  ROI  may  not 
be  immediate  or  its  overall  impact  is  as  yet  unclear  to  business  executives.  A  majority 
of  IT  and  business  executives  report  that  economic  conditions  have  slowed  or  delayed 
their  organization’s  investments  in  data,  voice  and  network  services  compared  to  12 
months  ago.  Nearly  one-third  of  CIOs  say  the  slowdown  has  been  significant. 

Where  Opportunity  Lies 

How  to  turn  that  around?  Some  CIOs  are  providing  very  specific  cases  that  illustrate 
how  improved  and  integrated  access  to  data  and  business  processes  for  employees 
is  critical  to  today’s  speed  of  business  and  seamless  customer  experiences.  Making 
those  cases  is  key  to  helping  business  executives  grasp  how  advanced  communica¬ 
tions  services  can  drive  innovation  and  productivity  in  some  critical  ways.  The  survey 
reveals,  for  example,  that  business  leaders  are  less  likely  than  IT  executives  to  see  how 
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advanced  infrastructures  can  support  the  development 
of  new  products  and  services,  or  help  the  company  rap¬ 
idly  scale  up  or  down  to  meet  changing  needs. 

One  CIO,  for  example,  points  to  how  a  planned 
unified  communications  infrastructure  deployment  will 
keep  his  company  on  its  growth  path  by  offering  more 
flexibility  to  expand  the  breadth  of  its  services.  The  com¬ 
pany  manages  freight  transportation  for  Fortune  500 
clients,  and  by  linking  its  transportation  management 
system  with  its  voice  systems,  service  reps  will  have  faster 
access  to  customer  data,  thereby  making  its  call  centers 
even  more  productive. 

Converged  voice  and  data  networks,  in  fact,  provide 
some  of  the  most  obvious  and  immediate  TCO  proof 
points  for  upgrades.  They  can  generate  cost  savings 
from  day  one  by  eliminating  the  expenses  associated 

Companies  that  continue  to  invest  in  data, 
voice  and  network  services  during  slow 
economic  times  will  gain  important  ben¬ 
efits,  such  as  improved  efficiencies  and 
reduced  costs,  and  better  collaboration 


with  maintaining  separate  voice  lines  and  internal  call¬ 
ing  among  branch  offices.  “We  have  brought  in  VoIP, 
and  that  has  reduced  costs  between  offices,”  says  an  IT 
support  manager  at  one  firm  that  runs  its  design  projects 
out  of  multiple  offices.  “Sending  the  calls  over  the  In¬ 
ternet  means  we  can  avoid  paying  for  Centrex  lines  and 
things  like  that,”  he  says. 

And  that’s  just  the  start  of  the  advantages  that 
companies  can  reap.  According  to  the  IDG  Research 
Services  survey,  IT  and  business  executives  report  that, 
on  average,  nearly  50  percent  of  their  investments 
in  data,  voice  and  network  services  over  the  past 
two  years  have  resulted  in  immediate  or  short¬ 
term  cost  or  productivity  savings.  About  one-third 
of  these  investments  have  laid  the  groundwork  for 
future  cost  or  productivity  savings,  IT  leaders  say. 


a  strategic  standpoint.  Leaders  today  do  not  have  the 
personnel  resources  to  delegate  requirements  around 
the  tactics  of  communications  networks.  And  CIOs 
themselves  cannot  afford  to  get  bogged  down  in  these 
issues,  given  how  corporate  competitiveness  and  success 
depend  on  their  ability  to  focus  on  delivering  critical 
innovations  on  top  of  network  infrastructures.  Measures 
must  be  in  place  to  deal  with  the  tactics  of  maintain¬ 
ing  network  reliability  and  speed,  and  reducing  the 
incidence  of  internal  trouble  tickets  to  support  strategic 
endeavors.  After  all,  today  all  key  business  processes 
run  over  the  network,  so  applications  must  seamlessly 
extend  to  branch  offices  and  other  remote  workers,  an 
increasing  amount  of  storage  must  be  provisioned  to 
support  the  explosion  of  data  and  activity,  and  perfor¬ 
mance  must  be  consistent,  fast  and  secure. 

For  many  CIOs,  the  solution  will  revolve  around  tak¬ 
ing  advantage  of  network,  voice  and  data  services  provid¬ 
ers.  They’ll  require  partners  who  can  deliver  the  level  of 
performance,  support  and  security  that  frees  them  and 
their  staffs  from  recurring  daily  headaches  around  keep¬ 
ing  the  network  up,  ensuring  that  applications  run  safe 
and  well,  and  managing  trouble  tickets.  These  customers 
want  to  know  their  communications  providers  will  react 
rapidly  and  intelligently  to  their  issues.  Equally  critical 
to  many  clients  is  having  a  partner  who  can  deliver 
forward-looking  insight  into  how  advanced  voice,  data 
and  networking  services  can  significantly  impact  their 
business.  Qwest  aims  to  deliver  on  all  counts,  offering  a 
broad  range  of  scalable,  reliable  and  secure  communica¬ 
tions  solutions,  superior  support  and  consulting,  and 
full-scale  outsourcing  services. 

Ideally,  companies  that  make  the  leap  to  deploying 
advanced  services  will  accrue  true  business  advantages 
now  and  also  be  prepared  to  harness  the  next  wave  of 
network-driven  innovations.  CIOs  who  know  their  pro¬ 
viders  are  delivering  an  infrastructure  they  can  rely  on 
for  the  next  few  years  will  find  it  much  easier  to  take  on 
strategic  planning  for  future  competitiveness.  ■ 


Go  to  wvwv.cio.com/whitepapers/qwest/innovation  for 

a  free  download  of  the  complete  white  paper  "Infrastructures 
for  Innovation." 


Responding  to  Concerns 

The  CIO  also  must  be  prepared  to  tackle  some  obstacles 
to  ensure  that  expected  gains  will  be  delivered.  To  that 
end,  one  of  the  tasks  he  or  she  will  face  is  driving  orga¬ 
nizational  change  around  new  initiatives  based  upon 
an  advanced  communications  infrastructure  so  that 
business  users  are  able  to  fully  utilize  new  services.  It 
will  be  up  to  IT  leaders  to  help  remove  the  frictions  that 
exist— both  culturally  and  instantiated  in  existing  busi¬ 
ness  processes— that  hamper  the  technology’s  promise. 

Clearly,  this  means  that  CIOs  must  drive  gains  from 
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time  to  value.  Greater  efficiency  starts  with  more  efficient  IT.  hat's  the  power  of  lean. 
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Follow  the  Rainbow 

As  team  sports  go,  technology  innovation  may  be  the  trickiest  game  of 
all  to  play.  Nobody  knows  exactly  how  to  keep  score.  The  rules  change  with 
every  twist  of  the  economy.  And  the  end-goal— creating  something  new  and 
valuable— never  sits  still  for  long. 

Who’s  got  the  game-changing  idea?  What’s  the  next  big  thing?  Where 
does  this  rainbow  lead?  For  more  than  two  decades,  our  annual  CIO  100 
Awards  have  been  answering  those  questions  and  following  that  rainbow  to 
discover  the  most  innovative  IT  projects  delivering  business  value  today. 

Along  the  way,  we’ve  noticed  that  IT  innovation  is  inevitably  a  team 
effort.  “When  you  assemble  the  right  team...amazing  things  happen,”  says 
Chris  McGlothlin,  VP  of  information  services  for  Domino’s  Pizza  and  one 
of  this  year’s  CIO  100  honorees.  “High-performing  teams  can  accomplish 
twenty  times  more  than  you  could  ever  hope  to  by  yourself.” 

Domino’s  high-value  innovation  was  Pizza  Tracker,  which  allows  cus¬ 
tomers  to  follow  their  orders  online  from  start  to  finish.  This  fast-food  spin 
on  a  successful  idea  borrowed  from  other  industries  came  from  McGloth- 
lin’s  emerging  technology  team,  which  seeks  at  least  two  business-trans¬ 
forming  ideas  per  year. 

CIO  and  VP  Mike  Skinner  at  Eurpac,  a  marketing  brands  conglomer¬ 
ate  and  CIO  100  honoree,  also  embeds  an  innovation-seeking  mind-set 
within  his  IT  team.  He  wraps  up  every  meeting  with  specific  questions 
about  resources,  progress  and  end-goals,  relentlessly  pushing  his  team’s 
focus  toward  the  future  (see  Page  48). 

Throughout  our  CIO  100  issue,  you’ll  notice  a  trio  of  dominant  drivers— 
innovating  for  customers,  collaboration  and  cost  management— guiding 
many  of  the  CIOs  behind  these  winning  projects.  We’ll  also  be  honoring 
their  accomplishments  later  this  month  at  the  CIO  100  Symposium  and 
Awards  Ceremony  on  Aug.  25  at  The  Broadmoor  in  Colorado  Springs,  Colo. 
You’re  cordially  invited  to  come  and  join  in  the  idea  exchange. 

To  see  a  fully  detailed,  interactive  chart  of  the  CIO  100  winners  that  can 
be  sorted  by  location,  industry,  company  revenue,  project  type  and  business 
function,  head  online  to  www.cio.com/ciolOO/2009/1.  Every  click  in  that 
chart  could  be  the  spark  of  an  idea  that  helps  your  company  transform  its 
business  somewhere,  somehow,  some  day. 

No  wonder  we  still  chase  that  innovation  rainbow.  Wherever  it  leads  us, 
we  all  believe  in  this  journey. 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 


What's  an  IT 
Exec  Worth? 

CIO.com  Senior  Editor  Meridith  Levinson 
reports  on  the  10  highest-paid  execu¬ 
tives  in  the  Fortune  55  who  are  in 
charge  of  IT,  and  why  these  men  (and  one 
woman)  earn  what  they  do.  Among  the  top 
earners:  Hewlett-Packard's  Randy  Mott, 
GE'sJohn  Rice  and  Deli's  Stephen  Schucken- 
brock.  www.cio.com/article/497019 

The  Scoop  on  Office  2010 

The  next  version  of  Microsoft  Office  was 
released  to  testers  last  month.  Users  can 
expect  several  changes  aimed  at  collabora¬ 
tion  when  the  suite  is  shipped  in  the  middle 
of  next  year,  writes  CIO.com  Senior  Writer 
Shane  O'Neill.  He  discusses  the  new 
Microsoft  Office  features  and  shares  a 
slideshow  of  its  highlights, 
www.cio.com/article/497092 

Your  Rights  to  Software 

With  the  rise  of  virtualization  and  vendor 
consolidation,  software  licensing  is  now 
more  complicated.  CIO.com  Senior  Editor 
Thomas  Wailgum  asks  Forrester  analyst  Ray 
Wang  about  nearly  four  dozen  basic  rights 
that  you  should  expect  from  your  ven¬ 
dors.  www.cio.com/article/496879 

Big  Spenders 

From  your  pockets  to  their  wallets.  Take 
a  look  inside  the  super-wired,  super 
plush  pads  of  Steve  Jobs,  Larry  Ellison, 
Marc  Benioff  and  their  tech  titan  peers. 
www.cio.com/article/496409 

Caught  Red-Handed 

Google  CEO  Eric  Schmidt  was  spotted  using 
a  BlackBerry  Storm  from  RIM-not  a  Google 
Android  device-but  what's  the  big 
deal?  asks  CIO.com  Staff  Writer  Al  Sacco. 
"[Schmidt]  has  the  freedom  to  choose 
whichever  device,  or  devices,  he  pleases, 
yes?  That  doesn't  mean  he's  a  worse  CEO 
for  it."  www.cio.com/article/497101  ►  ►  ► 
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Alignment  Redux 

In  my  recent  visits  with  CIOs  and  executives  in  the  IT  vendor  community,  I 
keep  noticing  how  we’re  still  “so  close,  yet  so  far  away”  from  one  another. 

Sorry  for  the  Hall  and  Oates  reference,  but  it’s  remarkable  to  me  how 
the  IT  press  writes  so  much  about  business-technology  alignment  yet  so 
little  about  vendor-customer  alignment. 

Maybe  this  topic  is  lurking  beneath  the  topsoil.  Maybe  it’s  time  to  till  that 
soil  and  see  where  some  common  understanding  might  grow. 

Cloud  computing  would  be  a  great  place  to  start.  One  CIO  recently  told 
me  that  purchase  opportunities  must  now  be  evaluated  through  three 
lenses:  1)  Build  it  in-house;  2)  Buy  and  house  it;  3)  Buy  and  put  it  in  the  cloud. 
At  the  same  time,  vendors  are  jumping  aggressively  into  cloud  offerings. 
Amazon,  EMC,  Google,  HP,  IBM,  Microsoft  and  many  others  are  marketing 
cloud  “solutions”  meant  to  serve  customers  needs. 

But  if  there’s  true  alignment  here,  I’m  not  seeing  it.  CIOs  want  a  hybrid 
environment  that  combines  on-premise,  internal  applications  with  cloud 
solutions.  Yet  vendors  seem  to  all  be  saying  they  want  to  put  everything  in 
the  cloud.  That’s  missing  the  point  customers  are  making. 

A  second  area  where  I  see  customer-vendor  miscommunication  is  in 
compliance.  With  massive  amounts  of  regulation  as  the  reality  now— and 
more  coming  on  the  heels  of  rising  privacy  concerns  and  federal  stimulus 
dollars— CIOs  would  welcome  guidance  on  how  to  manage  it  all  at  the 
right  level  of  investment.  Vendors  have  incredible  insight  and  knowledge 
in  this  area,  based  on  the  number  of  customers  they  serve.  Shouldn’t  these 
two  worlds  be  aligned?  This  is  a  great  opportunity  for  vendors  to  become 
strategic  partners  providing  value  beyond  their  product  lines.  Some  have 
absolutely  stepped  up  their  game  in  this  area  (such  as  Microsoft,  CA 
and  Accenture). 

Lastly,  the  realm  of  information  management  feels  ripe  for  more  cus¬ 
tomer-vendor  alignment.  CIOs  are  perpetually  working  to  better  leverage 
data  and  turn  it  into  business  knowledge,  while  keeping  pace  with  ever- 
stricter  e-discovery  rules.  True  alignment  between  suppliers  and  their 
customers  could  deliver  so  much  mutual  benefit  here,  ultimately  creating 
a  more  genuine  partnership  on  both  sides. 

Isn’t  it  time  we  moved  the  alignment  conversation  to  new  ground? 


Michael  Friedenberg,  President  and  CEO 

mf  riedenberg@cio.com 
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And  now  that  the  iPhone  3GS  is  in 
the  marketplace,  complaints  about 
its  battery  life,  overheating  and 
security  vulnerabilities  are  flood¬ 
ing  in.  CIO.com  Senior  Writer  Tom 
Kaneshige  wonders  whether  Apple  will 
respond  any  quickerthan  usual. 
www.cio.com/article/496959 

Get  on  the 

Bandwagon,  Already 

If  America's  second  largest  company 
(that  would  be  Wal-Mart)  is  joining  the 
Twitterverse,  why  haven't  you? 

CI0.com  Staff  Writer  C.G.  Lynch  blogs 
about  Wal-Mart  constructing  a  3,000- 
word  Twitter  terms  of  use  for  employ¬ 
ees  and  why  large  companies  need 
to  embrace  social  networking. 
advice.cio.com/node/8252 

While  you're  at  it,  you  may  as  well  con¬ 
sider  using  Twitter  widgets.  CIO 
.com  Staff  Writer  Al  Sacco  shares  how 

you  can  download  a  free  "tweet 
tone"  to  be  used  along  with  a  number 
of  BlackBerry  Twitter  applications  as  an 
audible  message  notification. 
www.cio.com/article/496735 

Swear  By  This  Guide 

If  you're  in  the  market  for  a  new  job, 
don't  miss  CIO, corn's  IT  Job  Search 
Bible,  a  complete  guide  to  finding 

an  IT  job  in  good  times  and  in  bad, 
complete  with  helpful  hints  for  working 
with  a  recruiter,  using  social  network¬ 
ing  websites  in  your  job  hunt,  avoiding 
common  job  search  mistakes  and  much 
more,  www.cio.com/article/496886 

CORRECTION 

Due  to  an  editing  error,  Albert  Eng's 
e-mail  address  was  listed  incorrectly  in 
the  July  1  column,  "What  Your  Budget 
Really  Means."  You  can  reach  him  at 
albert.eng@ccm-itadvisory.com. 


Compiled  by  Associate  Editor  Kristin 
Burnham.  Have  a  comment  about  a 
story  in  this  issue  of  CIO?  Go  to  www 
.cio. com/magazine/080109  or  write 
to  letters@cio.com. 


AUGUST  1,  2009  www.cio.com 


PHOTO  BY  WEBB  CHAPPELL 


mm. »  » 


•  t  i  ■  •  . 


inteD 


Xeon 


inside" 


Powerful. 

Intelligent. 


ALTERNATIVE  THINKING  ABOUT  SERVER  ECONOMICS: 

r;>,- 


Now  more  than  ever,  you  need  your  money  to  work  harder.  With  the  new  generation 
of  HP  ProLiant  G6  Servers  with  Intel®  Xeon®  processor  5500  series  you  dramatically 
improve  energy  efficiency,  flexibility  and  performance.  And  more  reliability  in  each 
system  means  you  can  reduce  business  risk  as  you  increase  your  productivity. 

Decrease  your  IT  support  costs  to  an  absolute  minimum.  HP  Insight  Control  Suite  (ICE) 
will  help  you  to  reduce  operational  expenses  by  up  to  $48,380  per  100  users.* 

For  total  peace  of  mind,  HP  Care  Pack  Services  deliver  industry  leading  automated 
24X7  system  monitoring,  diagnosis  and  fault  notification  to  protect  your  investment. 

Making  you  and  your  business  shine. 

Technology  for  better  business  outcomes. 
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HP  ProLiant  DL360  G6  Server 


HP  ProLiant  BL460c  G6  Server  Blade 


HP  BladeSystem  c3000  Enclosure 


$2,969  (Save  $723) 


Lease  for  just  $72/mo.** 
ESluy  [PN:519567-005] 


$2,209  (Save  $375) 

Lease  for  just  $54/mo.** 

BESOM  [PN:532020  B21] 


$3,499  (Save  $2,319) 

Lease  for  just  $85/mo.** 

EWT.lwl  [PN:481657001] 


’'Source:  IDC  white  Paper  sponsored  by  HP, 


Special  0%  financing  for  up  to  36  months  also  available* 
To  learn  more,  call  1-866-625-0804  or  visit  hp.com/go/G6superstar2 


,ight  Control"  Document  #210479,  feb  2008.  "Prices  shown  are  HP  Direct  prices;  reseller  ond  retail  prices  may  vary.  Prices  shown  ore  subject  to  change  and  do  not  include  applicable  state  ond  local 
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for  other  terms  and  transaction  sizes.  Financing  is  availableon  transactions  greater  than  S349.  Other  chotges  and  restrictions  may  apply.  HPFSC  reserves  the  right  to  change  or  cancel  this  program  ot  any  time  without  notice.  'Finoncing  available  th/ouah  Hewlett  Packard  F  inoncial  Services 
Company  and  its  subsidiaries  (HPFSC)  to  qualitied  commercial  customers  in  the  US  ond  Canada  ond  is  subjectto  credit  approval  ond  execution  of  standard  HPFSC  documentation.  Offer  valid  through  July  31, 2009  on  transactions  in  the  United  Stotes  Detween  $1,500  and$150, 000  USD 
and  in  Canada  between  $5,000  CAD  and  5150,000  CAD.  Zero  percent  financing  ossumes  transaction  is  documented  os  a  lease  with  a  $1  end-ol-term  purchase  option  (or  local  country  equivalent),  assuming  lessee  is  not  required  to  pay  any  nominal  end-of-term  purchase  price  at  the  end 
of  the  lease  term  and  disregarding  any  changes  payoble  by  lessee  other  than  rent  payments  such  as  maintenance,  taxes,  fees  and  shipping.  This  oKer  cannot  be  combined  with  any  other  rebate,  discount  or  promotion  without  piior  approval  by  HP  and  HPFSC.  Rates  are  based  on  customer's 
credit  rating,  finoncing  terms,  offering  types,  equipment  type  and  options.  Not  all  HP  products  ore  eligible  for  the  0%  lease  rote.  Not  all  customers  may  qualify  for  these  rates.  Other  restrictions  may  apply.  HPFSC  reserves  the  right  to  change  ot  cancel  this  program  at  any  time  without  notice. 
Intel,  the  Intel  logo,  Xeon  ond  Xeon  Inside  ore  trademarks  of  Intel  Corporation  in  the  U.S.  and  othei  countries. 

©2009  Hewlett-Packard  Development  Company,  t  .P  The  information  contained  herein  is  subject  to  chonge  without  notice.  L  S 
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Tech  Job  Losses  Slowing;  Totals  Still  Grim 

High-tech  companies  cut  60  percent  fewer  jobs  in  the  second  quarter 
this  year,  but  the  84,217  jobs  cut  during  the  first  three  months  of 
2009  puts  tech-sector  job  loss  totals  at  nearly  120,000  by  midyear, 
according  to  Challenger,  Gray  &  Christmas, 

The  outplacement  consultancy  says  that  high-tech  sectors  expe¬ 
rienced  a  significant  drop  in  job  cuts,  For  example,  computer  industry 
companies  experienced  a  loss  of  31,580  jobs  in  the  first  three  months 
of  2009  and  19,881  in  the  following  three  months.  The  total  number 
of  jobs  cut  in  the  high-tech  industries  represents  about  13  percent  of 
the  total  first-half  2009  job  cuts,  Network  World 


Consumers 
Unlikely  to  Drop 
Google  for  Bing 

A  report  from  J.P.  Morgan 
says  that  while  Bing,  Micro¬ 
soft's  new  search  engine,  is 
registering  with  consumers, 
most  are  unlikely  to  switch 
to  it, 

J.P.  Morgan  found  that  59 
percent  were  aware  of  Bing, 


SMS  Smartphone  Attacks  on  the  Rise 

In  a  new  report,  Cisco  warns  that  criminals  are  rapidly  adapting  to  a 
modern  economy  and  are  finding  new  ways  to  exploit  people  with 
mobile  phones.  Cybercriminals  are  also  quickly  capitalizing  on  current 
events,  such  as  the  swine  flu  and  the  death  of  Michael  Jackson,  in 
order  to  fool  people  into  phishing  scams,  the  report  says. 

Also  of  note  is  an  increase  in  the  use  of  SMS  text  messages  for 
attack.  This  year,  at  least  two  new  campaigns  have  surfaced  every 
week  targeting  handheld  mobile  devices,  according  to  Cisco,  which 
describes  the  rapidly  growing  mobile  device  audience  as  a  "new  fron¬ 
tier  for  fraud  irresistible  to  criminals," 

The  report  also  references  a  new  technique  called  "smishing,"  which 
Cisco  predicts  will  increase  in  the  coming  months.  A  smishing  attack 
involves  sending  a  phishing  link  to  a  smartphone  that  is  sophisticated 
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thanks  in  part  to  Microsoft's 
$80  million  advertising 
campaign,  but  only  about 
39  percent  used  it  more 
than  five  times. 

The  Wall  Street  Journal 

Microsoft  to  Offer 
Free  Web  Versions 
of  Office  Apps 

Microsoft  plans  to  offer  free 
Web  versions  of  Office  apps, 
including  Word  documents, 
Excel  spreadsheets  and 
PowerPoint  presentations. 

A  variety  of  hybrid  Web 
options  for  paying  Office 
customers  who  may  not 
want  to  trust  all  their  data 
to  free  accounts  on  Micro¬ 
soft  and  Google  will  be 
available. 

Businesses  can  also  host 
Office  Web  apps  on  their 
corporate  servers,  or  have 
Microsoft  host  the  apps 
entirely  on  its  cloud  net¬ 
work.  Seattle  Times 


enough  to  actually  click  on  a  link  contained  in  a  text  message.  CSO 

Netbook  Shipments  to  Double  This  Year 

Netbook  shipments  will  double  this  year,  while  mainstream  laptop 
shipments  will  remain  flat,  according  to  research  firm  DisplaySearch. 

Netbook  shipments  this  year  could  reach  32.7  million  units,  pro¬ 
pelled  by  competitive  pricing  and  improved  hardware  capabilities. 

Last  year,  16.4  million  netbooks  shipped,  says  John  Jacobs,  director  of 
laptop  research  at  DisplaySearch. 

Buyers  are  drawn  to  netbooks  because  of-competitive  pricing 
(between  $300  and  $500),  Jacobs  says.  PC  makers  have  also  improved 
netbook  hardware  with  larger  screens  and  keyboards,  which  could 
further  boost  demand.  The  improvements  were  necessary  as  the 
cramped  keyboards  and  small  screens  were  resulting  in  many  net- 
books  being  returned,  Jacobs  says.  IDG  News  Service 

Analyst:  Drive  Existing  Apps  Harder 

Enterprises  facing  tight  IT  budgets  should  focus  on  working  their 
under-used  enterprise  applications  harder,  says  analyst  house  Butler 
Group  in  a  report.  The  report  argues  that  cost  reduction  and  value 
generation  are  two  sides  of  the  same  bottom  line  and  should  be  tack¬ 
led  together  as  part  of  a  unified  strategy.  Savings  in  one  area  should 
be  used  to  fund  smart  investments  in  another. 

"Cost  cutting  is  a  natural  reaction  to  a  tough  economic  climate.,, 
but  these  actions  can  be  counterproductive  if  they  are  carried  out  in 
a  siloed  fashion  with  little  attention  paid  to  long  term  and  strategic 
implications,"  says  Angela  Eager,  senior  research  analyst  and  the 
report's  lead  author.  Tech  World 
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Sprint 


The  Now  Network' 


The  end  of  phone  tag.  Turn  your  desk  phone  and  mobile  phone  into  one  with 
Sprint  Mobile  Integration.  You’ll  have  one  number,  one  voicemail  and  one  easy  way  to  control 
mobile  usage.  Simplify  the  way  your  company  stays  in  touch.  Make  it  easier  for  clients  to  reach 
you.  And  reduce  company  telecom  expenses.  Less  dialing,  happier  clients.  Productivity  starts  now. 
sprin  t.  com/convergen  ce 
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The  Introverted  Leader 

Building  on  your  Quiet  Strength 

By  Jennifer  B.  Kahnweiler 

Do  you  prefer  to  limit  your  socializing  and  communicate  in  writing  rather  than 
in  person?  If  so,  Kahnweiler  pats  you  on  your  back  for  your  thoughtfulness 
but  proceeds  to  explain  how  you  can  step  out  of  your  comfort  zone  and  learn 
to  lead.  This  book  is  full  of  tips,  from  the  basic  (stand  up  when  you  speak 
on  the  phone  so  your  voice  will  project  more  energy)  to  the  subtle  (manage 
from  the  logical  left  side  of  your  brain,  but  lead  from  the  creative  right). 
Berrett-Koehler  Publishers  Inc.,  2009,  $19.95 


CIO  Rant 


CIO  Mojo 


Rants,  Opinions,  Reactions  and  Insights  about 
Information  Technology  and  How  It's  Practiced 

By  George  M.  Tomko 

BLOG  Whatever  happened  to  that  spirit  of  1969?  In  a 
recent  post,  with  The  Eagles’  “Hotel  California”  in  his 
ears,  George  Tomko,  a  longtime  technology  executive, 
ponders  the  promise  of  40  years  ago  when  Unix  was 
born  on  the  heels  of  the  founding  of  Intel  and  the  launch 
of  Arpanet,  the  Internet’s  predecessor.  Alas,  he  sighs, 
instead  of  proceeding  from  there  to  truly  disruptive  tech¬ 
nology,  “we’re  squandering  our  capabilities  on  marginal 
and  incremental  things."  www.ciorant.net 


BLOG  Noticing  a  bit  of  a  frost  between  you  and  your 
internal  customers  recently?  It  might  be  time  for  a 
relationship  tune-up.  In  a  recent  post,  Justin  Scott, 
director  of  technology  for  SiteHawk,  a  chemical 
management  company,  tells  how  he  diagnosed  a  chill  in 
an  important  relationship  and  what  steps  he  took  to  set  it 
right  (including  responding  to  increasingly  curt  e-mails 
with  friendly  calls,  over-the-top  service  and  yes,  a  free 
lunch  helped  too).  Read  this  new  blog  especially  for  its 
well-written  and  personal  posts  on  leadership. 
www.ciomojo.com 


CIO  Leadership  for  Cities  and  Counties 

Emerging  Trends  and  Practices 

By  Alan  R.  Shark 

BOOK  You  could  spend  a  lifetime  meeting  some  of  the 
world’s  foremost  local  government  CIOs,  taking  notes  on 
their  philosophies  and  strategies.  Or  you  could  thumb 
through  their  expertise  in  one  night,  thanks  to  this  collec¬ 
tion  of  essays  written  by  CIOs  from  Barcelona  to  Mont¬ 
gomery  County,  Md.  True,  some  of  the  chapters  have  that 
PowerPoint  feel,  but  there  are  some  riveting  case  studies 
too— most  notably  our  new  federal  Chief  Information 
Officer  Vivek  Kundra’s  tale  of  how  he  transformed  Wash¬ 
ington,  D.C.’s,  IT  offerings  with  innovative  initiatives 
including  Apps  for  Democracy.  Public  Technology  Institute, 
2009,  $23.99 


Conversations  on  Transparency 

RESEARCH  “Sunlight  is  said  to  be  the  best  of 
disinfectants.”  So  wrote  former  Supreme  Court  Justice 
Louis  Brandeis  on  the  subject  of  transparency.  Most  of 
us  want  it,  from  President  Obama  on  down,  but  how 
to  engage  the  citizens  of  our  various  levels  of  govern¬ 
ment?  Check  out  this  Wiki  conversation  to  see  how 
federal  IT  leaders  are  thinking  through  the  challenge. 
One  suggestion:  Appoint  a  senior  executive  as  “Direc¬ 
tor  of  Agency  Transparency  and  Citizen  Engagement” 
in  each  agency,  www.ostp.gov/galleries/opengov/ 
Conversation+on+Transparency.html 


Compiled  by  Joan  Indiana  Rigdon.  Tell  us  what  you're  reading.  Go 
to  advice.cio.com/blogs/the_techie_reading_list  or  write  to 
letters@cio.com. 
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Wouldn’t  it  be  great  if  someone  else  was  handling  your  enterprise  applications? 

Run  Workday  as  your  human  resources,  payroll,  and  financial  core  system  of  record  and  rid  yourself  of  last  century’s 
maintenance  burden.  While  you’re  at  it,  slice  up  to  50%  off  the  overhead  of  your  solutions.  With  Workday,  you  can  take  back 
your  day  while  adding  predictability  to  the  bottom  line. 


Learn  how  software-as-a-service  can  streamline  your  operations  and 
enable  your  IT  team  to  re-focus  on  strategy. 


Octopuses  release  clouds  of  black  ink  when  being  chased 


They  can’t  help  focusing  on  what’s  behind  them  rather  than  what’s  ahead. 

But  you  can.  With  proven  business  intelligence  software  and  services  from  SAS. 

www.sas.com/octopuses 


SAS  SOFTWARE  HELPS  COMPANIES  ACROSS  EVERT  INDUSTRY  DISCOVER  INNOVATIVE  WAVS  TO  INCREASE  PROFITS,  MANAGE  RISK  AND  OPTIMIZE  PERFORMANCE. 


SAS  Business  intelligence 


Visit  www.sas.com/octopuses  fora  free  Computerworld report 


•  Reporting 

•  Query  and  analysis 


•  OLAP 


•  Integrated  analytics 

•  Visualization 

•  Microsoft  Office  integration 
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innovation  and  business  value 


Irene  Jeremic,  Stork  Craft's 
corporate  executive  advisor  and 
CIO,  reexamined  her  company's 
relationship  with  Wal-Mart 
Canada  to  increase  online  sales. 


Ringing  Up  Baby 


An  online  partnership  with  Wal-Mart  Canada  increased  sales  and  sped 
delivery  for  furniture  maker  Stork  Craft  Manufacturing  by  matt  villano 

An  old  adage  tells  us  that  the  best  things  come  in  small  packages,  but  an  e-commerce  partnership 
between  Stork  Craft  Manufacturing  and  Wal-Mart  Canada  has  proven  a  big  deal. 

The  collaboration  revolved  around  a  website  that  Stork  Craft,  which  makes  baby  furniture, 
designed  for  Wal-Mart  Canada  customers.  The  site  increased  sales  and  reduced  order  fulfillment 
from  up  to  four  weeks  to  as  little  as  two  days  compared  to  store  or  catalogue  purchases. 

The  proud  mother  of  this  endeavor  is  Irene  Jeremic,  Stork  Craft  corporate  executive  advisor  and 
CIO.  Her  goal:  to  boost  revenue  by  making  Wal-Mart  Canada  competitive  on  the  Web  and  cater  to 
its  online  customers.  “It’s  not  often  that  you  have  a  business-to-business  partner  trying  to  cater  to 
the  general  public,”  she  notes.  “The  fact  that  Wal-Mart  was  open  to  this  was  perhaps  the  biggest 
factor  in  getting  the  site  to  work.” 

Stork  Craft  had  a  retail  and  distribution  partnership  with  Wal-Mart  in  the  United  States  ►  ► 


Mill 


•••••••••••  85°/o  Senior  execs  who  say  trust  in  business  has  declined  McKinse  •  •  •  •  . *15%  U.S.  homes 

with  broadband  Pew  internet  &  American  Life  Project  *••••••«*  l°/o  Construction  spending  in  June  us.  comi 
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►  ►  Stork  Craft  Continued  from  Page  15 


and  Canada  since  2005,  and  the  two  com¬ 
panies  partnered  to  build  an  e-commerce 
site  for  U.S.  customers  in  2006.  As  a  result, 

Stork  Craft  grew  so  quickly  that  it  was  able  to 
acquire  three  competitors  within  18  months: 

Ragazzi  Fine  Furniture,  Canwood  Furniture 
and  Status  Office  Furniture. 

By  early  2008,  Stork  Craft  was  eager  to 
develop  a  similar  partnership  with  Wal- 
Mart  in  Canada.  “Anytime  there’s  a  supplier 
whose  brand  is  becoming  more  widespread, 
it’s  beneficial  for  them  to  figure  out  a  way  to 
sell  products  online,  says  Steve  Rowen,  man¬ 
aging  partner  with  RSR  Research. 

The  only  problem:  Customers  could 
browse  but  not  purchase  anything  through  Wal-Mart  Cana¬ 
da’s  website.  So  Jeremic  assembled  a  team  of  Stork  Craft  and 
Wal-Mart  developers  to  pilot  a  new  site.  Stork  Craft’s  executive 
team  and  representatives  from 
Wal-Mart  Canada’s  buying  office 
conceptualized  the  project.  Wal- 
Mart  then  defined  regulatory, 
legal  and  functional  require¬ 
ments.  Finally,  Stork  Craft’s  IT 
department  built  the  technology 
platform,  a  system  composed  of 
a  website  on  which  Wal-Mart  Canada  customers  can  shop,  a 
management  console  and  a  payment  and  administration  unit. 

The  two  companies  also  devised  a  strategy  to  eliminate  the 
inefficiencies  inherent  in  the  traditional  model  of  furniture 
sales— where  the  consumer  contacts  the  retailer  for  service. 

Instead,  Stork  Craft  agreed  to  ship  items  directly  to  Wal- 
Mart  Canada  customers  and  to  provide  direct-sale  support- 
handling  customer  returns  and  post-sale  inquiries.  Jeremic  says 
that  by  providing  an  alternative  to  in-store  purchasing,  Stork  Craft 
was  able  to  trim  delivery  time  by  up  to  85  percent.  And  because 
Stork  Craft  has  better  control  over  how  deliveries  are  handled, 
consumers  experience  fewer  slip  ups  and  they’re  happier. 

The  cobranded  site  went  live  in  April  2008,  enabling  Wal- 
Mart  Canada  shoppers  to  purchase  as  many  as  200  different 
cribs,  dressing  tables  and  toddler  beds.  Since  then,  Jeremic  says, 
nearly  350,000  customers  have  visited  the  site.  She  declines  to 
divulge  sales  figures,  but  cites  “great  value”  to  both  Stork  Craft 
and  Wal-Mart  Canada,  which  gets  a  cut  of  the  sales. 

Matt  Villano  is  a  freelance  writer  based  in  California. 
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Stork  Craft 
was  able  to 
trim  delivery 
time  by  up  to 
85  percent. 


The  Future  of 

Computing? 

Microsoft's  head  of  research  and  strategy 
Craig  Mundie  says  he  believes  future  comput¬ 
ers  will  require  less  human  input  to  function, 
doing  more  work  automatically. 

"I've  taken  to  talking  about  computing 
more  as  going  from  a  world  where  they  work 
at  our  command  to  where  they  work  on  our 
behalf,"  says  Mundie. 

As  an  example  of  what  he  envisions, 
Mundie  demoed  the  latest  version  of  a  digital 
personal  assistant,  a  virtual  "secretary"  dis¬ 
played  as  a  face  on  a  monitor  that  can  greet 
office  visitors  and  schedule  appointments. 
When  idle,  such  an  application  uses  40  per¬ 
cent  of  the  compute  power  of  the  machine 
because  it  is  constantly  aware  of  its  context. 
"That  makes  it  so  clear  to  me  that  this  will 
have  to  be  built  on  a  hybridized  client  plus 
cloud  architecture,"  Mundie  says. 

Microsoft  often  talks  about  combining 
local  computing  with  Internet-based  com¬ 
puting.  But  running  an  application  like  the 
assistant  remotely  would  produce  an  unus¬ 
able  service,  Mundie  says.  The  assistant  must 
respond  to  people  relatively  quickly.  "That's 
not  likely  to  be  computed  in  real  time  if  you 
interpose  the  latency  of  a  wide-area  network 
in  the  middle  of  it,"  he  says. 

-Nancy  Cohring 
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Their  computer. 
Your  brain. 

GoToAssist®  Express™  lets  you  view  and  control 
your  customer’s  computer  online,  so  you  can  use 
your  expertise  to  instantly  fix  the  problem.  You'll 
solve  technical  issues  faster  while  reducing  travel 
costs  and  increasing  customer  satisfaction. 
Support  Smarter™  with  GoToAssist  Express. 

FREE  30-Day  Trial 

gotoassist.com/CIO 


GoToAssist 
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The  Kindle  (and  Other  e-Readers) 


BY  JOHN  BRANDON 


WHAT  IT  IS  ::  Big  business  has  learned  its  lesson  about 
paper  consumption:  We  read  Word  docs  on  laptops,  use 
the  copier  sparingly  and  print  only  what  we  need.  Yet, 
the  paperless  office  is  still  a  distant  dream.  E-Readers 
at  least  give  the  trees-and  therefore  the  human  race-a 
chance.  The  170  dot-per-inch  screen  resolution-well 
over  twice  that  of  the  typical  computer  monitor-lessens 
eye  fatigue.  Right  now,  the  Amazon  Kindle  DX,  with  its 
9.7-inch  screen,  is  as  close  to  reading  printed  material 
as  possible  on  an  electronic  device. 

WHY  THE  HYPE  ::  Companies  such  as  Amazon,  Sony  and 
others  have  targeted  the  thriller-loving  consumer  crowd 
with  huge  marketing  campaigns.  Meanwhile,  newspa¬ 
per  industry  struggles  have  generated  lots  of  press  about 
e-readers  as  a  future  platform  for  news. 


Has  potential. 

supports  common  file  TOdSy,  G'lGfidGrS 

formats,  such  as  PDF,  make  the  most 

Excel  and  Word.  (The  SeilSe  at  Companies 

Kindle  supports  sev-  where  employees 

eral  formats  as  well  have  tQ  lug  ar0Und 
but  you  have  to  e-mail  .  .  , 

files  to  yourself  at  10  alOtOfpaper. 
cents  per  conversion.) 

Products  like  the  Interead  COOL-ER  could  be  the  ticket 
for  e-reader  adoption.  The  device  costs  just  $250,  yet  has 
the  high-resolution  screen  of  the  Kindle  and  Sony  read¬ 
ers.  Niel  Jones,  who  invented  the  device,  suggests  a  killer 
feature  for  business:  the  ability  to  push  documents.  Epps 
thinks  that  e-readers  may  be  more  viable  when  they  are 
customized  for  specific  industries.  In  aviation  and  health 
care,  an  e-reader  could  replace  reams  of  paper  manuals. 


THE  REAL  DEAL  ::  A  big  strike  against  e-readers  is  cost  ver¬ 
sus  capability:  The  $489  Kindle  DX  has  a  limited  browser 
and  does  not  support  enterprise-class  e-mail.  Forrester 
Research  Analyst  Sara  Rotman  Epps  has  a  laundry  list  of 
upgrades  that  manufacturers  will  need  to  address  before 
e-readers  can  thrive  in  business,  including  larger  screens, 
support  for  rich  document  types  such  as  PowerPoint  and 
secure  VPN  access.  Another  issue:  Most  e-readers  are  made 
of  glass,  which  cracks  easily  and  is  expensive  to  replace. 

However,  says  John  Gillispie,  the  CIO  for  the  State  of 
Iowa,  e-readers  are  becoming  more  compelling.  “As  these 
devices  improve  their  capabilities  they  provide  interesting 
alternatives  for  certain  types  of  users,”  he  says. 

The  devices  are  evolving.  Plastic  Logic  will  debut  a 
device  with  a  larger  screen  and  no  glass  early  next  year. 
IRex,  one  of  the  only  e-reader  makers  targeting  the  enterprise, 


SHOULD  YOU  INVEST?  ::  E-readers  make  the  most  sense 
at  companies  where  employees  have  to  lug  around  a  lot 
of  paper.  They  are  in  limited  trials  at  universities  such  as 
Case  Western  Reserve  and  Princeton,  which  are  using 
them  to  replace  some  textbooks.  Toyota  Material  Han¬ 
dling,  the  vehicle  maker's  forklift  division,  is  deploying 
the  Sony  Digital  Reader  to  its  sales  people,  mostly  as  a 
cost-cutting  measure. 

"Volumes  of  information  can  be  stored  and  easily 
accessed,  replacing  the  need  for  numerous  hardcover 
paper  manuals,"  says  Niels  Ostergaard,  the  Toyota  divi¬ 
sion's  sales,  customer  service  and  parts  manager.  If  a 
forklift  company  can  save  a  few  trees,  the  idea  is  bound 
to  catch  on  at  Wal-Mart  and  IBM  eventually. 


John  Brandon  is  a  freelance  writer  based  in  Minnesota. 
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Your  workforce 
can  operate  more 

productively. 


TATA 


How  far  do  you  have  to  go 
to  optimize  productivity 
in  your  workplace? 

Bring  together  the  people  and 
opportunities  that  will  give  your 
business  an  edge. 


I  Solutions  for  the  New  World 

I  World’s  Farthest  Reaching  Network 
ft  Data  Centers  and  Managed  Services 
ft  Emerging  Markets  Intelligence 


It's  a  new  world,  new  markets,  new  opportunities.  To  thrive  in  this 
world,  you  need  communications  solutions  that  enhance  collaboration 
and  productivity. 

You  also  need  a  trusted  partner.  Tata  Communications  delivers 
services  across  Network,  Data  Center,  and  Managed  Solutions  for 
Telepresence,  Security,  CDN  and  Applications.  We  provide  unequaled 
global  expertise  and  vertical  intelligence  to  take  your  business  farther. 

It's  a  new  world.  It's  yours  to  conquer. 


TATA  COMMUNICATIONS 

Taking  You  Farther 


Succeed  in  the  new  world  with 

www.tatacommunications.com/work 


©  2009  Tata  Communications  Ltd.  Tata  is  a  registered  trademark  of  Tata  Sons  Limited  used  under  license  by  Tata  Communications  Ltd. 
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Time  to  Set  End  Users  Free 

You  can  have  more  money  to  invest  in  strategic  business  applications. 
Butyou  have  to  rethink  how  you  provision  employees,  by  patty  morrison 


How  would  you  like  to  free 
up  10  percent  to  20  percent 
of  your  total  IT  budget  to 
spend  on  other  things?  It’s 
not  a  pipe  dream.  But  to 
achieve  that  benefit  you’re  going  to  have  to 
give  up  control  of  end-user  services. 

You  have  probably  read  about  Genera¬ 
tion  Y  and  their  technology  tools.  They  want 
flexibility  to  connect  anywhere,  anytime, 
anyplace.  But  such  needs  are  not  only  those 
of  the  incoming  workforce.  I  supported  one 
facility  where  the  engineers  went  outside 
the  building  to  get  on  the  Internet  because 
the  firewalls  prevented  them  from  working 
collaboratively  with  external  partners. 

There  are  also  dynamics  in  the  market¬ 
place  that  make  end-user  services  a  bad  investment  for 
large  enterprises.  Individuals  can  almost  always  buy  more 
cheaply  than  what  enterprises  negotiate.  Enterprise  appli¬ 
cations  are  increasingly  Web-based  making  them  acces¬ 
sible  from  any  device.  Wireless  networks  are  becoming 
more  pervasive,  secure  and  open.  Web  2.0  and  public  social 
networking  sites  are  getting  duplicated  within  enterprises. 
Consumer  e-mail  services  are  meeting  the  increasing  pri¬ 
vacy  and  discovery  demands  from  consumers.  Better  self- 
healing  technologies  make  end-user  self-service  a  reality. 
So  why  does  your  enterprise  IT  group  bother  trying  to  stay 
a  step  ahead  when  you  can  achieve  both  freedom  and  low- 
cost,  secure  environments  by  letting  go? 

The  days  when  control  and  single  standards  were 
required  to  lower  costs  and  be  secure  are  gone.  You  can 
achieve  both  freedom  and  low-cost,  secure  environments 


Letting  go 
of  end-user 
services  could  be 
huge-10  percent 
to  20  percent  of 
your  budget  that 
can  be  used  for 
customer-facing 
applications, 
predictive 
analytics,  and 
transforming 
processes 


by  letting  go.  Employee-provisioned 
hardware  is  a  first  step  (see  “Is  it  Time 
For  Employee-Provisioned  Hardware 
Programs?”  www.cio.com/article/44625), 
but  employee-provisioned  end-user 
everything  is  more  like  it.  CIOs  must  pre¬ 
pare  for  an  environment  where  end-user 
services  will  be  in  the  public  domain. 

Clearly  this  won’t  happen  over  night. 
You  need  to  plan  your  architecture  in 
order  to  take  advantage  of  tools  for  PC 
virtualization  and  to  secure  important 
data.  You  will  need  to  allow  your  employ¬ 
ees  to  work  from  anywhere,  an  issue  that 
is  more  HR  than  IT.  Legal  issues  will 
come  up  and  be  tested,  and  we  will  all 
learn  together. 

The  advantages  of  letting  go  of  end-user  services  could 
be  huge.  Think  of  an  IT  organization  that  has  no  desk-side 
break- fix,  no  LAN  ports,  no  device  procurement,  no  corpo¬ 
rate  e-mail,  no  employee  information  sites,  no  enterprise 
licenses  for  client  software,  no  server  farms  for  end-user 
applications.  I’ll  bet  it’s  10  percent  to  20  percent  of  your 
total  IT  budget:  money  that  can  be  used  for  customer-facing 
applications,  for  predictive  analytics  and  for  transforming 
strategic  business  processes.  Not  to  mention  getting  rid 
of  the  dissatisfaction  that  end  users  feel  about  IT  over  the 
little  things. 

So  think  about  a  different  future.  If  you  don’t  let  your  end- 
user  services  go,  your  users  just  might  do  it  without  you! 

Patty  Morrison  is  CEO  of  Mainstay  Partners.  She  is  a  former 
executive  vice  president  and  CIO  with  Motorola. 
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TRANSACTIONS 


FAST 


CA  Wily  Application  Performance  Management  is  designed  to 
improve  the  performance  and  availability  of  mission  critical  and 
revenue-generating  applications.  So  you  can  quickly  spot  and 
correct  online  production  application  incidents  before  they 
become  customer  problems  — especially  in  complex  and  high 
volume  transaction  environments.  That’s  the  power  of  lean. 


Learn  more  at  ca.com/apm/value 


Software 
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Let's  cover  all  your  bases. 

Your  data  is  too  important  to  let  it  escape. 

We  can  reinforce  your  data  security  system.  Or  help  you  build  one 
from  the  ground  up.  With  our  variety  of  security  options, 
we'll  meet  any  of  your  security  needs.  Our  account  managers  and 
technology  specialists  are  ready  to  protect  you  and  your  data. 
Do  you  really  want  to  take  a  chance  with  anyone  else? 


Let's  get  going. 


TREND  MICRO™  OFFICESCAN™  10 
CLIENT-SERVER  SUITE  ADVANCED 


SYMANTEC™  PROTECTION  SUITE 
ENTERPRISE  EDITION 


CISCO®  ASA  5505  ADAPTIVE 
SECURITY  APPLIANCE 


TREND  | 

MICRO 


©  Symantec. 


51-250  user  license  with 
one-year  Maintenance1 
$49.99  CDW 1751056 


$39799 


100-249  user  license  with 
one-year  Essential  Support2 
$56.99  CDW  1732735 


CDW  1065037 


-  - 


Make  sure  your  data  is  protected  with  help  from  CDWs  security  specialists. 

CDW.com  1 800.399.4CDW 


The  Right  Technology.  Right  Away.  ’ 


’Licensing  requires  a  minimum  purchase  of  five  licenses;  includes  one-year  Maintenance  (1 2x5  telephone  and  online  technical  support,  virus  pattern  updates  and  product 
version  upgrades).  'Essential  Support  includes  24x7  technical  phone  support  and  upgrade  insurance;  call  your  CDW  account  manager  for  details.  Offer  subject  to  CDW's 
standard  terms  and  conditions  of  sale,  available  at  CDW.com.  ©2009  CDW  Corporation 
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leadership  and 
operational  excellence 


Moving  Violations 

Putting  license-plate  recognition  technology  and  cameras  on 
street  sweepers  helps  to  get  illegally  parked  cars-along  with  dirt 
and  grime-off  the  streets  by  kristin  burnham 


The  District  of  Columbia  had  a  mess  on  its  hands.  Its  streets  were  dirty  and  illegally  parked  ears 
were  blocking  the  city’s  fleet  of  street  sweepers  from  cleaning  them  up.  Faced  with  an  average  of  89 
illegally  parked  vehicles  per  street  sweeping  route,  per  day,  parking  officials  were  only  enforcing 
regulations  for  20  percent  of  the  problem.  Meanwhile,  40,000  pounds  of  oil  and  grease  and  1,200 
pounds  of  nitrogen  and  phosphorus  needed  clearing  from  roadways  each  month  by  the  department 
of  public  works.  Residents  wanted  it  taken  care  of. 

“Simply  adding  more  parking  enforcement— and  the  support  staff,  technology  and  facilities — 
wasn’t  a  cost-effective  option,”  says  Mike  Belak,  former  CIO  of  the  city’s  department  of  public  works. 
“So  we  asked  the  question,  How  can  we  leverage  technology  to  work  smarter?” 

Belak,  who  is  now  CIO  with  Metropolitan  Regional  Information  Systems  (an  online  real  estate 
listing  service),  and  his  team  focused  on  license-plate  recognition  technology,  choosing  products  ►  ► 
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►  ►  Street  Sweepers  Continued  from  Page  23 


from  Affiliated  Computer  Services  and  Genetec.  By  equipping 
street  sweepers  with  a  camera  and  the  license-plate  recogni¬ 
tion  software,  they  hoped  to  automate  the  vehicle-ticketing 
process  and  reduce  the  number  of  parking  offenders  so  street 
sweepers  could  operate  more  efficiently  to  produce  cleaner 
and  environmentally  healthy  neighborhoods.  The  project, 
dubbed  “Sweepercam,”  earned  a  2009  CIO  100  award. 

Belak  and  his  team  first  researched  whether  and  how 
other  cities  were  leveraging  this  technology.  They  learned 
that  Chicago  was  rolling  out  a  similar  project,  and  connected 
with  Chicago’s  Fleet  Management  department.  “We  talked 
about  their  results,  best  practices  and  how  we  could  work 
together  to  share  the  knowledge,”  Belak  says.  Belak  was 
even  able  to  piggyback  on  Chicago’s  contract. 

Belak’s  team  then  went  ahead  with  a  four-month  trial  of 
the  system.  After  the  trial  period,  they  equipped  12  street 
sweepers  with  a  computer  and  two  cameras— one  mounted 
inside  the  street  sweeper  that  displays  the  cars  in  the  context 
of  the  neighborhood  and  another  outside  that  focuses  in  on 
the  license  plates.  The  computer  collects  the  information 
from  the  street  sweeper,  matches  it  with  the  motor  vehicle 
registration  and  driver  records,  and  generates  a  parking 


1 


ACS  performs  a  review,  weeding  out  mistakes.  The  valid 
violations  are  routed  to  a  parking  control  officer,  who  deter¬ 
mines  if  a  ticket  should  be  issued. 

In  order  to  educate  the  public  about  the  new  parking 
enforcement  process,  the  DPW  implemented  a  warning  pro¬ 
gram  during  which  they  ran  the  new  enforcement  system  but 
did  not  issue  tickets.  Instead,  the  DPW  sent  notices  to  motor¬ 
ists  informing  them  that  they  were  parked  illegally,  educating 
them  on  the  environmental  benefits  of  street  sweeping  and 
instructing  them  on  how  to  avoid  getting  a  ticket  in  the  future. 
During  that  test  period,  results  showed  that  parking  offenses 
dropped  by  80  percent,  Belak  says. 

The  Sweepercam  project  officially  launched  in  March, 
and  Belak  says  the  results  have  been  impressive.  The 
city  has  realized  a  500  percent  improvement  in  parking 
enforcement,  and  officials  expect  to  achieve  a  return  from 
their  investment  between  October  and  next  March.  The 
Washington  Metropolitan  Area  Transit  Authority  is  also 
considering  extending  the  project  to  city  buses  to  cut  back 
on  illegally  parked  cars  in  bus  lanes. 


Associate  Editor  Kristin  Burnham  can  be  reached  at  kburnham @ 


violation.  To  ensure  the  violation  is  valid,  a  contractor  with  cio.com.  Follow  her  on  Twitter  at  www.twitter.com/kmburnham. 
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MAINFRAME  MODERNIZATION 


Mainframe  shops 
have  to  make  deci¬ 
sions:  whether  to 
migrate  to  other 
platforms,  add 
service-oriented 
architecture  (SOA) 
interfaces  or  rewrite 
applications.  With  a 
half-baked  strategy, 
IT  winds  up  "bolt¬ 
ing  on  all  sorts  of 
unusual,  often  archi¬ 
tecturally  inelegant" 
work-arounds, 
argues  John  B. 

Rabon,  manager  of 
legacy  moderniza¬ 
tion  at  Aflac.  "We 
saw  this  happening. 
You  hit  this  wall  of 
unintended  con¬ 
sequences."  Aflac 
is  now  60  percent 
finished  with  a  major 
conversion  initiative. 


Your  strategy  should 
include  a  road  map. 
Rabon  recommends 
formulating  a  clear 
target  architecture 
that  guides  all  mod¬ 
ernization  efforts. 
You  also  need  to 
define  what  you  will 
modernize.  Aflac 
targets  software 
that  is  too  hard  to 
maintain  or  that 
fails  to  meet  require¬ 
ments  for  real-time 
or  continuous 
operation.  Gartner 
analyst  Dale  Vecchio 
says  the  process 
should  also  include 
a  portfolio  analysis 
of  applications  that 
can  be  eliminated  or 
combined. 


The  best  solution 
may  be  to  migrate, 
says  Vecchio,  espe¬ 
cially  if  you  don't 
use  much  mainframe 
capacity.  Major  users 
should,  however, 
commit  fully  to 
modernization.  "The 
guys  in  the  middle 
are  conflicted,"  Vec¬ 
chio  adds,  meaning 
j  they're  too  big  to 
easily  migrate  off 
the  mainframe,  but 
too  small  to  enjoy 
large-scale  efficien¬ 
cies.  CIOs  should 
I  consider  that  dis¬ 
tributed  Unix  and 
Windows  platforms 
are  becoming  more 
capable  of  matching 
mainframe  perfor¬ 
mance. 


It's  popular  to  avoid 
tinkering  with  main¬ 
frame  code  any  more 
than  necessary.  "A 
lot  of  our  clients  are 
pretty  risk  averse," 
says  Karl  Freund, 
vice  president  of 
strategy  and  market¬ 
ing  in  IBM's  systems 
and  technology 
group.  Vecchio  says 
that  two-thirds 
of  the  mainframe 
customers  he  talks 
to  have  no  intention 
of  implementing 
technologies  like 
Java.  But  that  may  be 
a  mistake,  given  the 
need  to  appeal  to 
younger  IT  workers 
as  those  with  tra¬ 
ditional  mainframe 
skills  retire. 


The  transition  is  as 
much  about  people 
as  technology.  Aflac 
is  converting  main¬ 
frame  applications 
written  in  Assembly 
language  to  Java 
(for  real-time  opera¬ 
tions)  or  Cobol  (for 
batch  jobs),  Rabon 
says.  Some  main¬ 
frame  functions  will 
be  unaltered,  except 
for  the  addition  of 
a  SOA  interface  for 
easier  integration. 
Rabon  trains  java 
developers  to  work 
on  mainframes,  then 
asks  mainframe 
developers  to  write 
the  specifications  to 
replicate  Assembly 
functionality. 
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it  Takes  Dedicated  People 


To  build  a 
Great 

ORGANIZATION 


A  quality  workplace  is  a  reflection 
of  a  dedicated  team  of  professionals 
who  work  every  day  to  positively 
affect  the  lives  of  millions. 

HCA  is  honored  to  be  named  a  CIO 
100  Company,  for  demonstrating 
excellence  and  achievement  in  IT. 

If  you  would  like  more  information  about 
employment  opportunities  at  HCA, 
please  visit  us  at  HCAhealthcare.com. 


Congratulations  to  Our  Entire  Team. 


H  Scan  and  Deliver 

UPS  arms  workers  for  savings  by  cindy  waxer 


k 


t  first  glance,  UPS’s  warehouse  workers  might  be 
mistaken  for  gun-toting  cyborgs  out  of  a  dystopian 
movie.  But  a  closer  look  at  the  stainless  steel  devices 
wrapped  around  employees’  forearms  reveal  a  hi- 
tech  contraption  that  scans  barcodes  and  shoots 
bright  magenta  ink— not  laser  beams. 

“Initially,  the  device  looks  a  teeny  bit  scary,” 
admits  Cathy  Callagee,  UPS  vice  president  of  infor¬ 
mation  services.  Fortunately,  aesthetic  appeal  was 
the  least  of  the  company’s  goals  when  it  teamed  up 
with  Hewlett-Packard  to  design  a  handheld  device  capable  of  scanning  barcodes 
and  printing  paperless  labels  on  packages  in  one  fell  swoop.  Three  years  of  brain¬ 
storming  and  countless  prototypes  later,  the  result  is  the  HP  Handheld  sp400  All¬ 
in-One— a  device  that  combines  a  2-D  barcode  imager,  inkjet  printer  and  wireless 
communication.  The  project  earned  UPS  a  2009  CIO  100  award. 

In  the  past,  UPS  relied  on  the  combination  of  a  thermal  printer,  PC,  monitor  and 
scanner  to  sort,  scan  and  generate  labels  instructing  employees  where  to  position 
packages  on  trucks  for  delivery.  Today,  when  a  package  enters  a  UPS  center  for  sort¬ 
ing,  the  futuristic-looking  device  scans  the  shipping  label,  obtains  the  proper  sorting 
information  from  a  database  via  a  Wi-Fi  network  inside  the  facility  and  then  prints 
those  instructions  directly  onto  the  package  using  a  fast-drying  ink. 

Although  handheld  printing  and  scanning  devices  have  been  available  for  sev¬ 
eral  years,  Sahaja  Sarathy,  an  IDC  analyst,  says  the  benefits  of  an  all-in-one  device 
are  steadfast.  “When  you  don’t  have  to  walk  to  a  printing  device  every  time  you 
need  to  scan  a  barcode  or  stick  a  label  on  a  package,  straight  away,  that  increases 
productivity,”  she  says  (IDC  is  a  sister  company  to  CIO’s  publisher). 

Arming  employees  with  cyborg- like  appendages  promises  to  boost  UPS’s  bottom 
line.  The  company  expects  to  cut  costs  by  more  than  $30  million  over  the  next  five 
years  through  savings  in  paper  and  ink,  employee  training  and  hardware  expen¬ 
ditures.  And  by  speeding  up  the  process  of  sorting  and  labelling  packages,  UPS 
expects  to  realize  a  labor  cost  savings  of  $16.9  million  by  2013.  “Because  the  same 
person  scans  the  package  and  applies  the  label,  what  used  to  take  six  people  can 
now  be  done  with  five,”  says  Dave  Barnes,  UPS’s  CIO. 

UPS  has  deployed  850  devices— each  of  which  processes  1.5  million  packages 
daily— across  55  U.S.  locations,  with  plans  for  45  more  by  the  end  of  2010. 

It  took  a  bit  of  tweaking,  and  plenty  of  feedback  from  field  workers,  to  create  a 
comfortable  and  lightweight  apparatus.  Because  early  incarnations  of  the  device 
required  workers  to  replace  ink  cartridges  too  often,  HP  had  to  redesign  them, 
eventually  increasing  the  number  of  prints  per  toner  cartridge  from  4,000  in  early 
models  to  more  than  6,000  prints  with  today’s  sp400.  Not  so  scary  after  all. 


Cindy  Waxer  is  a  freelance  writer  based  in  Canada. 


how  it 

adds  up 

United  Parcel  Service 

Atlanta 

UPS  is  a  $51.5  billion  package  delivery 
company  and  a  global  provider  of 
specialized  transportation  and 
logistics  services.  Its  415,000 
worldwide  employees  route  packages 
through  more  than  200  countries  for 
nearly  8  million  customers  daily. 

How  UPS  Saved:  By  replacing  a 
bulky  scanning  and  printing  station 
with  an  all-in-one  mobile  device,  UPS 
will  cut  operational  costs  by  more 
than  $30  million  over  the  next  five 
years  and  reduce  paper  consumption 
by  1,338  tons. 

Tool  Used:  The  HP  Handheld  sp400 
All-in-One  combines  a  2-D  barcode 
imager,  inkjet  printer  and  wireless 
communication. 


Time  Frame:  UPS  approached  HP  in 
June  2005  to  design  a  mobile,  hand¬ 
held  printer/scanner  device;  the  final 
product  was  deployed  in  November 
of  2008.  It  has  been  rolled  out  to  55 
U.S.  locations.  The  company  plans  to 
deploy  the  device  to  100  total  loca¬ 
tions  by  2010. 
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MOBILITY  BOOSTS 
PRODUCTIVITY 
UPS  workers  used  to  carry  pack¬ 
ages  to  a  stationery  scanning  and 
printing  station  for  processing.  A 
handheld,  mobile  device  now  lets 
employees  go  where  the  packages 
are,  reducing  the  need  for  bulky 
hardware  stations. 

DON'T  CO  IT  ALONE 
Rather  than  invest  loads  of  time 
and  money  in  the  creation  of  a 
proprietary  device,  UPS  partnered 
with  HP,  thereby  drawing  on  HP's 
expertise  in  inkjet  printer  technol¬ 
ogy  and  UPS'  own  supply  chain 
and  logistics  experience. 
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THEY'RE  NOT  YOUR 
REGULAR  JOES 


Congratulations  to  the  entire  JetBlue  IT  Team  and  our  CIO,  Joe  Eng, 
on  being  honored  with  a  CI0 100  award  for  innovation.  Thank  you 
for  delivering  the  technology  solutions  that  help  support  and  create 
JetBlue’s  award-winning  customer  experience. 

If  you’d  like  to  find  out  how  you  can  become  a  member  of  this 
outstanding  IT  Team,  visitjetblue.com/about/work. 


HAPPY  JETTING 

jetblue.com 


Boston  University's  Executive  Leadership 
Boston  University  S  chotl  of  Managemeni 


For  complete  programpei  it 
management.bu.edu/exec/o 
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A  Commitment  to  Excellence 

A  New  Era  In  Collaboration 

World-Class  Education  with 
Real  World  Application 


Sessions 
Presented  By: 

Boston  University  Scholars: 

N.  Venkat  Venkatraman 

and 

John  C.  Henderson 

and  other  distinguished  faculty 


Get  the  CIO  Pocket  MBA  Advantage 


•  Curriculum  developed  and  presented  by  world-renowned  thought 
leaders  from  Boston  University  and  in  cooperation  with  CIO  magazine 

•  Learn  best  practices  from  top  global  companies — learn  from  their 
successes  in  creating  value  through  information  systems 

•  Identify,  weigh  and  communicate  the  strategic  competitive 
advantages  shaping  information  technology  today 

•  Maximize  your  organization's  current  assets  of 
information  systems 

Topics  to  include: 

•  The  New  Era:  Opportunities  and  Challenges 

•  Implementation:  Building  a  Strategy  for  Getting  Things  Done 

•  Business  Finance:  Analysis  of  Financial 
Statements  and  Capital  Budgeting 


Register  now  as  space  is  limited! 

management.bu.edu/exec/elc/cio 
Or  contact  us  directly  at: 

Phone:617-353-4248 
Email:  elc@management.bu.edu 

The  early  registration  discount  rate  for  this  program  is  $4,245 
if  you  register  before  September  18th.  After  September  18th  the 
registration  rate  for  this  course  is  $4,995. 

Boston  University  Executive  Leadership  Center 
595  Commonwealth  Avenue 
Boston,  MA  02215 

Accommodations: 

Hotel  Commonwealth 
500  Commonwealth  Avenue 
Boston,  MA  02215 
866-784-4000 


•  Accessing  the  Strategic  Landscape 

•  Managing  Disruption  and  Change 

•  Innovation  at  the  Edge:  The  New  Rules  of  the  Game 

•  Leading  Change  and  Transformation 


BUSINESS  TECHNOLOGY  LEADERSHIP 


www.cio.com/executive-programs 
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Thisyear'sCIOlOO 
winners  focused 
on  customers, 
collaboration  and  cost 
controls  to  deliver 
business  success 


BY  THE  CIO  STAFF 


iim 

Sisi® 


While  the  weak  economy  has  derailed  many  an  IT  project,  successful 
businesses  never  lose  sight  of  the  investments  they  must  make  to 
stay  competitive.  Technology-enabled  innovation  during  hard  times 
has  to  pay  off  fast,  of  course,  but  the  most  prescient  projects  produce 
dividends  far  beyond  the  next  quarter. 


Our 2009  CIO  100  honorees  understand  how  to  balance 
quick  gains  with  long-term  strategic  advantage.  Whether 
their  winning  projects  address  customer  needs,  inter¬ 
nal  collaboration  or  cost-containment— three  dominant 
themes  among  this  year’s  applicants— each  was  conceived 
to  create  new  value,  not  simply  allow  the  company  to  hold 
its  ground. 

“We  understand  where  our  intellectual  property  is,”  says 
Mark  Carbrey,  senior  vice  president  and  CIO  with  Cross 
Country  Automotive.  That  is,  technology  that  directly 
impacts  the  customer  experience.  The  provider  of  roadside 
assistance,  accident  management  and  connected  vehicle 
solutions  deployed  a  business  intelligence  system  that 
enables  real-time  work  assignments,  performance  report¬ 
ing  and  claims  submission  for  its  network  of  service  provid¬ 
ers  delivering  greater  satisfaction  for  their  customers. 


Since  deploying  the  system,  customer  satisfaction  with 
Cross  Country  Automotive  has  experienced  an  80-point 
increase.  That’s  no  accident.  Carbrey  cemented  support 
for  the  project  among  clients  by  showing  them  prototypes 
during  the  development  phase.  They  gave  him  more  spe¬ 
cific,  targeted  feedback  than  he  ever  expected  about  how 
they  wanted  to  use  the  new  tools,  which  Carbrey’s  team 
was  able  to  incorporate  into  the  finished  system. 

Creating  Core  Value 

Like  Cross  Country  Automotive,  other  CIO  100  honorees 
focused  squarely  on  core  business  needs,  whether  gen¬ 
erating  new  sources  of  revenue  (as  did  retailer  Best  Buy 
with  its  bar-code  enabled  software  subscription  service) 
or  creating  greater  efficiencies  (as  did  Array  BioPharma 
with  software  repurposed  from  the  military  to  integrate 
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The 

Judges 

The  CIO  100 
applications 
were  each 
reviewed  by 
two  members 
of  ourjudging 
panel.  The 
judges  are: 

Dennis  Anderson 

Professor 

ICT  Adviser  and  Strategist 
Pace  University 

Robert  Austin 

Professor,  Managing 
Creativity  and  Innovation 
Copenhagen  Business 
School 

Associate  Professor 
Technology  and 
Operations  Management 
Harvard  Business  School 

Doug  Barker 

President 

Barker  &  Scott  Consulting 

Bob  Bruce 

President  and  CEO 
ClayPoint 

Susan  Cramm 

Executive  Coach  and 

President 

Valuedance 

Howard  Dresner 

President  and  Founder 
Dresner  Advisory  Services 

Les  Duncan 

Former  Corporate 
Vice  President  and  CIO 
Atmos  Energy 
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Albert  Eng 

Senior  Managing  Director 
CCM-IT  Advisory 

Charlie  Feld 

Former  CEO 
The  Feld  Group 

Evelyn  Follit 

Former  SVP,  CIO  and 
Chief  Services  Officer 
Radio  Shack 

JohnGantz 

Chief  Research  Officer  and 
Senior  Vice  President 
IDC 

Louis  Gutierrez 

Principal 
Exeter  Group 

Chris  Howard 

VP  and  Director, 

Executive  Advisory 
Program 
Burton  Group 

Michael  Hugos 

CIO  at  Large 
Center  for  Systems 
Innovation 


M.  Eric  Johnson 

Professor  of  Operations 
Management, 

Director 

Glassmeyer/McNamee 
Center  for  Digital 
Strategies 

Tuck  School  of  Business 
Dartmouth  College 


Jerry  McElhatton 

President 
Virtual  Resources 

Jim  McGee 

Managing  Director 
NewShoreham  Consulting 


Kavin  Moody 

Executive  Director 
Center  for  Information 
Management  Studies 
Babson  College 


Patty  Morrison 

Former  Executive 
Vice  President  and  CIO 
Motorola 

Laurie  Orlov 

Founder  and 
Principal  Analyst 
ing  in  Place 
chnology  Watch 


Refreshing  the  branch  infrastructure  across 
Canada  gave  Scotiabank  an  ideal  blueprint 
for  its  24-country  rollout  next  year. 


data  from  clinical  drug  trials). 

At  Bethany  Christian  Services  (for  more,  see 
‘‘Big  Ideas  on  a  Shoestring,”  Page  42),  for  example, 
the  IT  team  rolled  out  a  Web-based  Adoption 
Management  System  (AMS)  to  77  locations  in 
32  states.  “This  is  such  a  core  application  and 
foundational  project  that  the  support  remained 
consistent  from  start  to  finish,”  says  CIO  Gary 
Kuyper.  The  nonprofit  business  helps  place  chil¬ 
dren  with  adoptive  families,  counsels  pregnant 
women,  provides  foster  care,  family  counseling 
and  family  preservation.  Staff  and  clients  needed  a 
better  way  to  collaborate  during  the  adoption  pro¬ 
cess  by  sharing  forms  and  correspondence.  “The 
process  of  doing  social  work  is  to  track  everything, 
like  e-mail,  case  notes,  phone  calls,  letters  and  any 
communications  between  workers,  family  and 
country  or  the  birth  family,”  says  Kuyper. 

AMS  defines  the  workflow  required  to 
process  adoptions  and  includes  a  document  man¬ 
agement  system  that  collects  information  pertain¬ 
ing  to  each  client’s  case.  “Our  national  adoption 
director  really  rallied  around  the  system  and 
has  used  it  to  create  even  more  common  prac¬ 
tices,  down  to  the  form  and  specific  letter  content,” 
Kuyper  adds.  Because  the  system  is  accessible 
online,  staff  can  access  it  anywhere,  and  the  new 
ability  to  track  case  details  helps  Bethany  Chris¬ 
tian  Services  pass  muster  with  regulators  in  the 
United  States  and  internationally. 

Kuyper’s  personal  experience— he  and 
his  wife  have  adopted  three  of  their  eight 
children— also  informed  the  project.  “The 
[function]  I  like  the  most  is  the  family 
portal  for  communication,”  he  says. 

“[We]  have  a  couple  of  offices  that  are 
using  it  very  effectively,  and  customers 
are  noticing  and  commenting  in  satis¬ 
faction  surveys.” 

Another  CIO  winner,  Old 
Dominion  Freight  Lines, 
applied  wireless  technology  to 
improve  the  productivity  of  its 
forklift  operators.  A  device  on 
the  forklift  captures  data  about 

Kimberlee  McKenzie, 

EVP  for  information 
technology  and  solu¬ 
tions,  Scotiabank 


each  pallet  and  delivers  it  to  the  driver  and  the 
supervisor  via  a  dashboard.  With  access  to  spe¬ 
cial  handling  instructions  and  suggestions  for 
where  to  load  the  freight,  Old  Dominion  makes 
fewer  errors.  A  dashboard  for  managers  shows 
when  problems  arise. 

“Labor  to  revenue  is  a  big  number  in  trans¬ 
portation,”  says  VP  of  IT  Ken  Erdner.  “It  says 
how  much  freight  you’re  moving  per  dollar  spent 
on  labor.”  To  date,  the  company’s  annual  return 
is  nearly  double  what  Erdner  invested  in  the 
project.  “For  [it]  to  continue  doing  well  in  this 
economy,  with  pricing  so  difficult,  that’s  really  a 
wonderful  thing,”  he  says. 

Beyond  ROI 

Sometimes  innovation  takes  an  unexpected  turn, 
producing  some  surprising  benefits.  Erdner 
wasn’t  counting  on  customers  filing  fewer  claims 
for  damaged  freight,  but  claims  have  dropped. 
“The  freight  was  handled  less,  which  means  less 
chance  of  damage,”  he  notes. 

Another  example:  Scotiabank’s  branch  infra¬ 
structure  refresh  was  an  “operational  necessity,” 
says  Kimberlee  McKenzie,  executive  vice  presi¬ 
dent  for  information  technology  and  solutions. 
Replacing  equipment  and  local  area  networks 
in  1,150  locations  across  Canada  is  saving  $1.2 
million  annually.  More  up-to-date  equip¬ 
ment  will  enable  the  bank  to  accommodate 
nearly  $2  million  in  additional  business 
over  the  next  five  years  through  increased 
sales  capacity. 

But  the  project  also  provided 
Scotiabank  with  a  new  blueprint  for 
managing  future  large  tech¬ 
nology  rollouts  in  the  50 
countries  where  it  operates. 
McKenzie’s  project  team 
mapped  out  the  refresh 
process  for  each  branch  in 
a  handbook  it  distributed. 
The  package  included  a  cam¬ 
era  that  the  local  staff  used 
to  photograph  its  space.  The 
IT  team  used  those  images, 
along  with  floor  schematics, 
to  adjust  installation  plans 
remotely,  reducing  the  need 
for  on-site  inspections.  The 
project  came  in  at  $4  million 
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Customer  satisfaction  jumped 
80  percent  with  a  new  BI  system 
that  sped  up  service  delivery. 
“We  understand  where  our 
intellectual  property  is.” 

-Mark  Carbrey,  5VP  and  CIO,  Cross  Country  Automotive 


under  budget. 

Next  up  is  a  similar  project  in  the  Caribbean 
region.  “We  have  24  countries  involved,  and  we 
will  be  managing  it  from  Toronto,”  McKenzie  says. 
“It’ll  be  like  what  we  did  in  Canada,  times  24.” 

Finally,  there  are  the  projects  that  not  only 
deliver  outstanding  business  value,  but  also 
open  end-users’  eyes  to  technology’s  potential. 
UniGroup’s  initiative  to  automate  its  forms  gave 
business  leaders  “a  taste  for  more  automation,” 
says  CIO  Randall  Popped.  The  company,  which 
owns  United  Van  Lines,  Mayflower  Transit  and 
other  subsidiaries,  is  part  of  an  industry  that 
still  pushes  plenty  of  paper.  The  system  is  saving 
$400,000  annually  and  helps  avoid  $1.5  million 
in  potential  regulatory  fines  (owed  for  not  using 
approved  forms). 

It’s  also  delighted  a  hard-to-please  constitu¬ 
ency— the  company’s  lawyers.  “It  really  surprised 
them,  the  ease  with  which  they  could  make 


changes,”  he  says.  “That  was  one  of  the  big  benefits 
going  in.  That  exceeded  their  expectations.” 

Not  only  can  the  legal  department  update 
forms  quickly  when  regulatory  requirements 
change  (thus  ensuring  compliance),  but  the 
company  can  deliver  order  information  more 
quickly  to  agents,  drivers,  customers  and  the 
billing  department.  UniGroup’s  insurance  sub¬ 
sidiary,  Vanliner,  is  now  looking  at  adopting  the 
application  for  its  forms,  as  well. 

“Probably  the  biggest  surprise  came  from  how 
well  it  was  received  and  the  opportunities  the  other 
business  units  saw  to  exploit  it,”  says  Poppell. 

In  other  words,  the  value  of  an  investment  can 
be  measured  not  just  by  what  it  delivers,  but  by 
what  it  enables. 


Read  more  about  the  2009  CIO  100  honorees 
throughout  this  issue  and  online  at  www.cio.com/ 
ciol00/2009/l. 


How  We  Chose  the  2009  CIO  100 

Beginning  last  November,  we  solicited  applications  for  the  2009  CIO  100  Awards  through 
ads  in  CIO  magazine  and  our  online  newsletters,  as  well  as  electronic  mailings  to  our  print 
subscribers,  event  attendees  and  technology  industry  publicists.  Entrants  filled  out  an  online 
application  between  November  2008  and  mid-February  2009. 

Although  most  applications  came  from  companies  headquartered  in  North  America,  the  pool 
included  entries  from  multiple  continents.  Two  CIO  100  judges-induding  former  CIOs,  academic 
experts  and  independent  consultants-read  each  application.  Our  judges  evaluated  the  applica¬ 
tions  according  to  two  criteria:  innovation  and  business  value.  Applications  receiving  a  score  of 
13  or  higher  (out  of  a  possible  20)  were  selected  for  a  second  round  of  scrutiny  by  CIO  editors. 

We  examined  how  each  company  stacked  up  against  the  others,  putting  emphasis  on  submis¬ 
sions  that  told  the  best  stories  about  generating  business  value  through  creative  or  cutting-edge 
uses  of  technology.  We  chose  the  most  exciting  initiatives  in  the  mix  for  the  CIO  100  honor. 

The  winning  companies  range  from  organizations  with  a  few  million  dollars  in  revenue  to 
multibillion-doliar  global  powerhouses.  Companies  had  to  demonstrate  that  they  were  creating 
new  value  using  IT,  executing  their  project  especially  well  or  achieving  their  goals  in  uncommon, 
innovative  ways  (such  as  pioneering  a  new  technology,  applying  familiar  technology  to  a  new 
purpose  or  setting  the  bar  higher  for  their  competitors).  We  also  watched  for  projects  that,  due 
to  their  scope  and  business  impact,  positioned  companies  to  weather  today's  economic  chal¬ 
lenges.  In  short,  these  companies  are  business  technology  leaders.  -Elana  Moron 
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Director,  Information 
Systems  Executive  Forum 
Ross  School  of  Business, 
The  University  of 
Michigan 

Joe  Smialowski 

Managing  Director 
Citigroup 

Sheila  Smith 

President 

Omega  Point  Consulting 

Jim  Sutter 

Senior  Partner 
Peer  Consulting  Group 

John  Sviokla 

Vice  Chairman 
Diamond  Management  & 
Technology  Consultants 

RickSwanborg 

President 

ICEX 

Professor 
Boston  University 

Pete  Walton 

Former  Vice  President 

and  CIO 

Hess 

Madeline  Weiss 

President 
Weiss  Associates 
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Company 

Industry 

2008  Revenue 

CIO 

Technologies  Used 

Customers 

The  project  provided  more  choices  of  products  and  services,  lowered  costs  for 
customers  or  resulted  in  more  rewarding  or  less  time-consuming  transactions. 

Allied  North  America 

Insurance 

$90  million 

Ira  Schwartz,  SVP  and  CIO 

Collaboration,  BPM,  Bl 

Best  Buy 

Retail  $40  billion 

Robert  Willett,  CEO  Best  Buy 
International  and  Enterprise  CIO 

Customer  service/CRM,  enterprise  architecture/ 
SOA,  service  provisioning  and  workflow 

Bethany  Christian 
Services 

Nonprofit 

$62  million 

1 

Gary  Kuyper,  CIO 

BPM,  content/document  management,  cus¬ 
tomer  service/CRM 

Cancer  Treatment 
Centers  of  America 

Health  care 

N/A 

_J . . . . 

Chad  Eckes,  CIO 

Electronic  health  records, 

enterprise  architecture/SOA,  virtualization 

Cross  Country 

Automotive 

$346  million 

Mark  Carbrey,  SVP  and  CIO 

Bl,  enterprise  architecture/SOA, 

Automotive  Services 

Web  services/SaaS 

Domino's  Pizza 

Retail 

$1,5  billion 

Chris  McGlothlin, 

EVP  and  CIO 

Web  services/SaaS,  open  source, 
enterprise  architecture/SOA 

Genesys  Health  System 

Health  care 

$487  million 

Daniel  Stress,  CIO 

Virtualization,  thin  clients  > 

Healthscreen  Solutions 

Health  care 

$20  million 

Martin  Ross, 

VP  of  Technology 

Customer  service/CRM,  financial  management, 
mobile 

IRS 

Government 

$11.3  billion 

Terence  Milholland,  CTO 

Customer  service/CRM,  video  conferencing, 
virtualization 

JetBlue  Airways 

Transportation  $3.4  billion 

Joseph  Eng,  EVP, 

Systems  and  Technology 

Enterprise  architecture/SOA,  virtualization, 
service  management  and  monitoring 

Midland  Memorial 
Hospital 

Health  care 

$155  million 
(2007) 

David  Whiles,  Director  of  IS 

Open  source 

Mondial  Assistance  USA 

.  . 

Insurance 

$261  million 

Deborah  Cassidy,  CIO 

Web  services/SaaS,  customer  service/CRM 

PNC  Financial  Services 
Group 

Financial  services 

$7.2  billion 

Anuj  Dhanda,  CIO 

Web  2.0,  enterprise  architecture/SOA 

Scottrade 

Financial  services 

N/A 

Ian  Patterson,  CIO 

Security,  unified  communications, 
transaction  systems 

Transplace 

Transportation 

N/A 

Vincent  Biddlecombe, 

EVP  and  CTO 

Bl,  databases 

Vail  Resorts 

Travel  and  leisure 

$1.2  billion 

Robert  Urwiler,  SVP  and  CIO 

RFID,  mobile,  databases 

Vin  Lux  Fine  Wine 
Transport 

Retail/wholesale/ 

distribution 

$5  million 

Steven  McIntosh,  SVP  and  CIO, 
Jackson  Family  Enterprises 

ERP,  mobile,  supply  chain 

Wind  River  Systems 

Computer  hardware 

t _ _ _ _ _ 

$370  million 

Scott  Fenton,  VP  and  CIO 

BPM,  collaboration, 
content/document  management 

Finance 

The  project  lowered  business  costs,  increased  profits  or 
generated  revenue  through  IT-enabled  services. 

Avago  Technologies 

Manufacturing 

$1.7  billion 

Robert  Rudy,VP  and  CIO, 

Global  Information  Technology 

Enterprise  search,  Web  2.0,  cloud  computing 

CitationShares 

Transportation 

$400  million 

William  Hall,  SVP  and  CIO 

Databases,  optimization  software 
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CIOs  are  often  asked  to  do  more  with 
less  funding.  However,  technology  can 
help  address  cost  reduction  and  revenue 
creation,  and  CIOs  have  an  opportunity 
to  play  a  far  more  significant  role  in  the 
decision-making  process.  Here  Tasos 
Tsolakis  discusses  how  CIOs  can  make 
the  most  of  a  difficult  situation. 

What  impact  has  the  current  recession 
had  on  CIOs? 

Recognizing  the  potential  role  technolo¬ 
gy  can  play  in  helping  a  business  survive, 
organizations  are  increasingly  turning  to 
their  CIOs  for  advice.  Progressive  CIOs 
view  this  as  an  opportunity  to  plan  ahead 
by  developing  new  products  and  solu¬ 
tions  capable  of  propelling  the  company 
forward  when  the  economy  eventually 
recovers.  Although  we  CIOs  tend  to  focus 
more  on  technology,  there  is  a  real  need 
to  develop  a  clear  understanding  of  busi¬ 
ness  customers  and  their  business  needs. 
Especially  today,  we  need  to  be  flexible 
with  our  internal  customers  and  work  to 
help  them  succeed. 

How  can  strategic  IT  investments  help 
create  a  competitive  advantage? 

In  addition  to  automating  processes,  stra¬ 
tegic  investments  can  yield  new  services 
and  solutions.  For  example,  investing  in 
a  private  cloud  [an  internal  services  and 
infrastructure  environment  typically  in 
the  data  center  that  provides  secure,  con¬ 
trolled  access  to  data]  can  provide  quick 
solutions  in  terms  of  administration  and 
provisioning.  This  strategy  brings  revenue 


ADVERTORIAL 


The  impact  of  Strategic  IT 

CIOs  can  cut  costs  and  drive  revenue  generation 
through  smart  technology  decisions. 


Tasos  Tsolakis,  chief  information  officer,  acs  inc. 

Tsolakis  coordinates  technological  decisions  across  the  company.  He 
has  more  than  25  years  of  experience  in  the  field  of  information  technology 
for  large  corporations. 


impact  and  offers  cost  benefits  because 
it  allows  you  to  leverage  the  same  asset 
across  multiple  customers.  Success  occurs 
when  IT  is  diligent  in  understanding  the 
end  customer’s  needs  and  developing 
solutions  that  can  open  new  markets  or 
new  capabilities  for  the  company  as  a 
whole.  For  example,  we  have  developed  a 
product  that  eases  the  implementation  of 
large  HR  outsourcing  solutions. 

What  are  the  keys  to  positioning 
technology  as  a  cost  saver  across 
the  value  chain? 

After  first  gaining  a  solid  understanding 
of  the  business  priorities,  CIOs  need  to 
identify  the  organization’s  key  cost  driv¬ 
ers.  Throughout,  CIOs  should  focus  on 
the  quick  hits;  ensuring  quick  improve¬ 
ments  that  will  still  provide  long-term 
efficiency  should  be  a  priority. 

Also,  smart  technologies  allow  CIOs  to 
make  a  lasting  impact  on  the  organization 
through  immediate  cost  savings,  sustain¬ 
able  efficiencies  and  timely  revenue 
generation.  While  balance  is  crucial,  it  is 
important  for  the  CIO  to  stay  away  from 
focusing  only  on  the  maintenance  of 
existing  infrastructure,  since  that  does  not 
bring  noticeable  value  to  the  business. 

It  is  critical  that  CIOs  invest  in  and  lever¬ 
age  new  technology  that  enables  improve¬ 
ments  in  the  cost  structure  and  timeliness 
in  customer  service.  For  instance,  leverag¬ 
ing  virtualization  can  significantly  reduce 
infrastructure  costs,  and  private  cloud 


computing  can  enable  the  development 
of  new  solutions  in  shorter  timeframes. 

How  can  a  partner  like  ACS  help  in 
determining  what  technologies  make 
the  most  sense? 

Our  involvement  in  multiple  industries— 
ranging  from  healthcare  to  transporta¬ 
tion— as  well  as  our  niche  in  HR,  enables 
ACS  to  bring  diverse  experiences  to  the 
table.  As  a  result,  clients  can  leverage  our 
expertise  to  significantly  improve  solu¬ 
tions,  not  just  by  outsourcing  resources, 
but  also  through  the  development  of  new 
solutions. 

In  addition,  we  have  extensive  experience 
streamlining  workflow,  as  well  as  reduc¬ 
ing  infrastructure  costs  through  virtual¬ 
ization  or  cloud  initiatives.  We  have  had 
great  success  helping  clients  experiment 
with  new  technologies  such  as  with  the 
use  of  cloud  computing,  and  currently 
we  are  using  cloud  computing  within  our 
development  environment. 


FOR  MORE  INFORMATION: 

To  learn  more  about  investing  in  new  technologies, 
download  the  free  white  paper  "Proven  ideas 
for  Tough  Times"  at  www.cio.com/ 
whitepapers/acsjdeas 

expertise  in  action- 

ACS* 


CIO 


Custom  Solutions  Group 
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1  Company 

Industry 

2008  Revenue 

CIO 

Technologies  Used 

Discover  Financial 
Services 

Financial  services 

$5.7  billion 

Glenn  Schneider,  SVP  and  CIO 

Bl,  databases 

Eaton  Corporation 

Manufacturing 

$15.4  billion 

William  Blausey,  SVP  and  CIO 

. . '  .  . . . . . . 

Telecom  expense  management, 
unified  communications,  VoIP 

Infosys  Technologies 

Computer  software 

$4.7billion 

J.  Sivashankar,  VP  and  Head  of 
Information  Systems 

Virtualization 

Marriott  International 

Hospitality 

$13.  billion 

Carl  Wilson,  EVP  and  CIO 

Bl,  enterprise  architecture/SOA 

Southern  Company 

Utilities 

$15.3  billion 

Rebecca  Blalock,  CIO 

Bl,  collaboration,  databases 

T-MobileUSA 

Telecommunications 

$21  billion 

Robert  Strickland,  SVP  and  CIO 

Customer  service/CRM, 
enterprise  architecture/SOA 

U.S.  Army  Armament 
Research  Development 
and  Engineering  Center 

Government 

N/A 

Barbara  Kovalsky,  Chief, 
Corporate  Financial  Opera¬ 
tions  and  Support  Branch 
and  Financial  Business  Intel¬ 
ligence  (FBI)  Branch 

BI,ERP 

UniGroup 

Transportation 

$2  billion 

' 

Randall  Poppell,  CIO  and  SVP 
of  Strategic  Planning 

Content/document  management,  enterprise 
architecture/SOA,  transaction  systems 

1  Operations 

The  project  increased  efficiency  and  effectiveness  or  created 
improvements  to  the  industry  value  chain. 

Array  BioPharma 

Health  care 

$28.8  million 

Jim  Rizzi,  Senior  Director  of 
Computational  Technology 

BPM,  collaboration,  databases 

AT&T 

Telecommunications 

$124  billion 

Thaddeus  Arroyo,  CIO 

Collaboration,  databases, 
enterprise  architecture/SOA 

BMC  Software 

Computer  software 

$1.7  billion 

Mark  Settle,  CIO 

Virtualization,  business  system  management 

BP 

Mining/oil/gas 

$284  billion 
(2007) 

Dana  Deasy,  Group  VP  and 

CIO,  IT&S 

3-D  virtual  environment 

COCC 

Financial  services 

$59.5  billion 

Joseph  D.  Lockwood,  SVP 
and  CTO 

Virtualization 

Con-way 

Transportation  $5  billion 

Jackie  Barretta,  VP  and  CIO 

Databases,  simulation 

District  of  Columbia 
Water  and  Sewer 
Authority 

Utilities 

$326.7  billion 
(2007) 

Mujib  Lodhi,  CIO 

Customer  service/CRM,  ERP, 
unified  communications 

FedEx  Office 

Retail 

N/A 

Carole  Woodward,  VP  of  IT 

Bl,  BPM,  content/document  management 

FINRA 

Financial  services 

$920  million 

Marty  Colburn,  EVP  and  CTO 

Data  warehouse,  Bl 

Firstsource  Solutions 

Business  services 

$376.5  million  Sanjiv  Dalai,  CTO 

Virtualization 

GE  Energy 

Manufacturing 

$29.3  billion 

John  Serai,  VP  and  CIO,  GE 
Energy  Infrastructure 

ERP,  supply  chain,  inventory  management 

1  Hess  Mining/oil/gas 

$40  billion 

Jeffrey  Steinhorn,  VP  and  CIO 

Mobile,  security 

J.R.  Simplot 

Agriculture 

$5  billion 

Roger  Parks,  VP  of  IT  and  CIO 

Security,  storage 

Kenya  Tea 

Development  Agency 

Management  S500  million 

services 

MwendeGatabaki, 

Group  General  Manager,  ICT 

BPM,  collaboration,  ERP 

Mine  Safety  and  Health 
Administration 

Government 

$336  million 

George  Fesak,  Director, 

Program  Evaluation  and 
Information  Resources 

Unified  communications. 

Wide-area  application  services,  storage 

NACCO  Materials 
Handling  Group 

Manufacturing 

L.,  K 

$3.6  billion 

1 _ EMBBMHnSHHR _ _  j 

John  Bartho,  CIO 

BPM,  Web  services/SaaS 

NetApp 

Computer  hardware 

$3.3  billion 

Marina  Levinson,  SVP  and  CIO 

ERP,  supply  chain,  transaction  systems 

OhioHealth 

Health  care 

$1.9  billion 

Michael  Krouse, 

System  VP  and  CIO 

Virtualization,  voice  recognition 

AUGUST  1,  2009  www.cio.com 


Babysitting  the  spam 
filter  made  me  go  Google. 

Fighting  spam  is  challenging  enough.  But  babysitting  the  appliance  upgrades,  filter 
updates,  and  unintegrated  solutions  can  make  email  security  a  losing  battle. 

Go  Google  and  you'll  change  all  that.  With  a  single,  integrated  approach  that  provides 
spam  and  virus  protection  for  inbound  messages  and  content  control  and  encryption 
for  outbound,  Google  Message  Security  stops  email  attacks  in  the  cloud  -  before 
problems  can  reach  your  network.  And  Google  keeps  things  simple  with  a  single¬ 
dashboard,  integrated  solution  that  works  with  the  email  system  you  already  have, 
delivering  enterprise-level  security  for  less  than  you  probably  already  pay. 

Stop  babysitting.  Try  Google  Message  Security  -  part  of  the  integrated  suite  of 
Google  security  and  archiving  services,  powered  by  Postini. 

www . google . com/post ini 


©  Copyright  2009  Google.  All  rights  reserved. 
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Old  Dominion  Freight 
Line 

Transportation 

$1.5  billion 

Ken  Erdner,  VP  of  IT 

Mobile,  supply  chain,  dashboards 

Pacific  Northwest 
National  Laboratory 

Government 

$881  million 

JerryJohnson,  CIO 

Bl,  collaboration,  content/document 
management 

Panasonic  Corporation 
of  North  America 

Manufacturing 

$8.6  billion 

Cassio  De  Oliveira,  VP  of  IT 

ERP,  BPM,  Bl 

Pfizer 

Health  care 

$48.3  billion 

Richard  Nossek,  VP  of  IT  and 
Interim  CIO 

BPM,  supply  chain,  transaction  systems 

Preferred  Care  Partners 

Insurance 

$324  million 

Doug  Cormany,  SVP  and  CIO 

Virtualization,  enterprise  architecture/SOA 

Pricewaterhouse- 

Coopers 

Business  services 

$28.1  billion  Stuart  Fulton,  U.S.  CIO  Content/document  management  bar  codes 

i  _ _  '  -  _ : .  ... .  . i 

Reed  Technology  & 
Information  Services 

. 

Business  services 

N/A 

David  Ballai,  VP,  Operations 
and  Technology  Services 

BPM,  customer  service/CRM,  ERP 

Regent  University 

Education 

$72  million 

Tracy  Stewart,  Vice  President 
of  IT 

Bl,  BPM,  databases 

Restoration  Hardware 

Retail 

$700  million 

Abnesh  Raina,  SVP  of  IT 

BPM,  enterprise  architecture/SOA,  supply  chain 

Scotiabank 

Financial  services 

$11.5  billion 

Kimberlee  McKenzie, 

EVP,  Information  Technology 
and  Solutions 

i .  _ _ ... _ _  _ _ 1 _ _ 

Operating  systems,  collaboration 

!  Sentara  Healthcare 

Health  care 

$3  billion 

Bertram  Reese,  SVP  and  CIO 

BPM,  customer  service/CRM, 
enterprise  architecture/SOA 

SunTrust  Banks 

Financial  services 

$9.3  billion 

Tim  Sullivan,  Corporate  EVP 
and  CIO 

Lw  - _ _ 

BPM 

\ j.- _ _ _ — — HHMHH : HHHUfl 

Tickets.com 

Media 

N/A 

Brett  Michalak,  CIO 

Bl,  transaction  systems,  virtualization 

r 


Tinker  Federal 

Credit  Union 

T  — '‘"Tt,--  _  fb-Jf  -  '.’4  '•/*  ! IHHIHi - 

Financial  services 

$131  million 

Grant  Woldum,  EVP  and  CIO 

Enterprise  architecture/SOA,  virtualization 

U.S.  Joint  Forces  Com¬ 
mand  Joint  Knowledge 
Development  and  Dis¬ 
tribution  Capability 

Government 

$11.5  million 

Mark  Willmann,  Division  Chief, 
Knowledge  Distribution 

Collaboration,  content/document 
management,  enterprise  architecture/SOA 

U.S.  Xpress  Enterprises 

Transportation 

N/A 

I'"-.'"'"  r  fififi  Q  OB  "  '  IgjSr  :  ; 

Steve  Cleary,  SVP,  Xpress 
Network  Solutions 

BPM 

UPS 

Transportation 

$51.5  billion 

David  Barnes,  SVP  and  CIO 

Mobile,  BPM,  supply  chain 

Wyeth  Pharmaceuticals 

Health  care 

$22.8  billion 

Jeffrey  Keisling,  VP,  Corporate 
Information  Services  and  CIO 

BPM,  databases,  Web  services/SaaS 

© 

Social 

Impact 

The  project  provided  improvements  to  education,  health,  safety  or  the  environment. 

BayCare  Health  System 

Health  care 

$2  billion 

Lindsey  Jarrell,  SVP  and  CIO 

Security 

Carilion  Clinic 

Health  care 

$2.7  billion 

Daniel  Barchi,  SVP  and  CIO 

BPM,  content/document  management, 
databases 

Chester  County 

Hospital 

Health  care 

$190  million 

Ray  Hess,  VP,  Information 
Management 

BPM,  Bl,  databases 

District  of  Columbia 
Department  of  Public 
Works 

Government 

■  ■■ . :  . . 

$159  million 

Frederick  Drew,  Acting  CIO 

BPM,  transaction  systems 

HCA 

Health  care 

N/A 

Noel  Williams,  SVP  and  CIO 

Bl,  BPM,  databases 

Indiana  University 

Education 

$2.6  billion 

Brad  Wheeler,  VP  of  Informa¬ 
tion  Technology  and  CIO 

Open  source,  collaboration, 
enterprise  architecture/SOA 

Lifespan 

Health  care 

$1.5  billion 

Carole  Cotter,  SVP  and  CIO 

Bl,  databases,  enterprise  search 

Raytheon 

Aerospace/defense 

$23.3  billion 

Rebecca  Rhoads,  VP  and  CIO 

Databases,  enterprise  architecture/SOA, 
spruritv 

AUGUST  1,  2009  www.cio.com 
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Transitioning  to  Next-Gen  IT 

With  the  right  migration  strategy,  you  can  reap 
savings  now  by  moving  away  from  legacy  systems. 


Paul  Miller,  vice  president  of  marketing,  hp  enterprise  server 

STORAGE  AND  NETWORKING 

Miller  is  responsible  for  promoting  the  company's  servers  and  storage 
systems  worldwide.  He  and  his  team  are  also  responsible  for  driving  the 
evolution  of  HP's  adaptive  infrastructure  strategy. 


Doing  more  with  less  while  embracing 
creative  solutions  has  become  a  com¬ 
mon  theme  in  today’s  lean  environment. 
Unfortunately,  when  legacy  systems  exist, 
CIOs  are  often  saddled  with  high  mainte¬ 
nance,  software,  power  and  cooling  costs. 
Here,  Miller  shares  his  perspective  on  eas¬ 
ing  these  challenges. 

in  this  economy,  is  it  feasible  to  make 
a  transition  and  still  cut  costs? 

The  real  question  is:  Can  you  afford  to 
wait  to  transition  to  next-generation 
IT?  The  cost  of  doing  nothing  increases 
every  day  when  you  use  a  legacy  system 
with  questionable  roadmaps.  We  have 
seen  transitions  resulting  in  savings  of  40 
percent  and  ROI  in  less  than  12  months 
by  migrating  from  legacy  mainframe  and 
SPARC  systems,  and  the  numbers  ac¬ 
celerate  the  older  the  equipment  is.  The 
savings  are  not  only  in  support  costs,  but 
also  in  reduced  energy  and  maintenance 
costs  when  building  the  new  architecture 
based  on  industry-standard  servers. 

There  is  confusion  and  uncertainty 
surrounding  the  recent  Sun  transac¬ 
tion.  What's  going  on? 

The  unclear  communication,  specula¬ 
tion  and  uncertainty  is  not  only  a  cloud 
over  Sun  partners  and  customers,  it  has 
become  a  risk,  too.  Managing  risk  is  a 
critical  element  as  CIOs  prepare  their 
organizations  for  continued  growth  and 
stability.  In  contrast,  HP  remains  strong 
in  our  communications,  roadmap  and 
value  proposition  to  customers.  Our 
Sun  Complete  Care  program  is  making 


it  easier  for  customers  to  transition  to 
HP  with  a  broad  technology  portfolio,  a 
highly  experienced  team  of  professionals 
and  a  wide  range  of  transition  and  mod¬ 
ernization  services  and  tools.  We  have 
clear  roadmaps,  up  to  18  months  out, 
designed  to  take  clients’  technology  from 
where  it  exists  today  to  a  next-generation 
architecture.  For  example,  whether  a 
customer  is  looking  to  transition  from  a 
Solaris  Unix  environment  to  an  HP-UX 
environment,  to  Solaris  on  ProLiant  x86, 
or  to  Linux  or  Windows  environments, 
we  have  the  technology  and  expertise  to 
deliver  proven  cost  savings,  and  meet  or 
exceed  SLAs. 

How  can  companies  alleviate  risks  in 
migration  plans? 

No  two  migration  plans  are  exactly  alike. 
Companies  should  assess  each  service 
that  their  platforms  are  delivering— from 
mission-critical,  to  scale-out,  to  Web  or 
business  application— and  build  plans 
that  best  meet  business  requirements, 
based  on  the  appropriate  technologies. 
Look  for  a  partner  who  can:  assess  system 
and  application  dependencies;  discover 
software,  sometimes  hidden,  running  in 
the  platform  or  as  part  of  the  business 
services;  and  run  a  proof  of  concept  prior 
to  committing  to  an  entire  migration. 

What  approach  should  companies 
take  to  a  transition? 

We  recommend  starting  with  an 
application  assessment— mapping  out 
a  detailed  plan,  application  by  applica¬ 
tion  and  workload  by  workload,  capable 


of  moving  the  organization  into  a  new 
environment  based  on  industry-standard 
building  blocks.  Companies  should  also 
look  at  how  they  move  from  standardized 
to  automated  to  optimized,  in  what  we 
call  our  adaptive  infrastructure  maturity 
model.  This  approach  helps  customers 
define  a  roadmap  to  a  next-generation 
service-oriented  architecture  that  is  both 
highly  automated  and  highly  efficient, 
based  on  pools  of  shared  resources  that 
they  can  dial  up  or  down,  based  on  their 
business  needs. 

How  can  HP  help  companies  position 
themselves  for  future  success? 

In  recent  months,  we  have  helped  more 
than  100  customers  move  from  Sun  envi¬ 
ronments  to  HP  platforms  at  a  rate  of  one 
customer  every  32  hours.  Through  our 
Sun  Care  initiative,  we  offer  customers  a 
proven  model— from  helping  them  assess 
their  current  environment  and  determin¬ 
ing  the  migration  strategy  that  is  right 
for  their  unique  situation,  to  providing 
application  modernization  to  hosting 
customer  environment  with  EDS. 


FOR  MORE  INFORMATION 
Download  the  free  white  paper  "The  Business 
Case  for  Migrating  from  SPARC  to  HP"  at 
www.cio.com/whitepapers/hp_transition. 
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Company 

Industry 

2008  Revenue 

CIO 

Technologies  Used 

Strategic  or  Competitive 
Advantage 

The  project  enabled  penetration  of  new  markets, 
competitive  differentiation  or  increased  market  share. 

Abilene  Christian 
University 

Education 

$100  million 

Kevin  Roberts,  Associate  VP 
for  Operations  and  CIO 

Mobile,  content/document  management, 
collaboration 

Anthony  Marano  Co. 

Agriculture 

$250  million 

Chris  Nowak,  CTO 

Mobile,  network,  VoIP 

Applied  Materials 

Manufacturing 

$8.1  billion 

Ron  Kifer,  Group  VP  and  CIO 

Collaboration 

Artist  2  Market 

Retail/wholesale/ 

distribution 

$1.8  million 

Mike  Skinner,  CIO,  Eurpac 

Enterprise  architecture/SOA,  BPM,  Web  2.0 

BT  Financial  Croup 

Financial  services 

$280  million 

Tony  Forward,  GM, 

Technology 

Enterprise  architecture/SOA, 
customer  service/CRM,  databases 

CUNA  Mutual  Group 

Insurance 

$2.9  billion 

Rick  Roy,  SVP  and  CIO 

BPM,  customer  service/CRM, 
enterprise  architecture/SOA 

Dell 

Computer  hardware 

$61.1  billion 

Robin  Johnson,  CIO 

Portals 

Embry-Riddle 
Aeronautical  University 
Worldwide  Campus 

Education 

$72  million 

Becky  Vasquez,  Executive 
Director,  Student  and 
Technology  Services  for 
Worldwide  Campus 

Collaboration,  VoIP,  unified  communications 

Haggen 

Retail 

$800  million 

Harrison  Lewis,  CIO 

Bl,  databases,  transaction  systems 

Herff  Jones 

Manufacturing 

$500  million 

Gary  Caldwell,  CIO 

Web  services/SaaS 

Hofstra  University 

Education 

$314  million 

Robert  Juckiewicz,  VP  of  Infor¬ 
mation  Technology 

Virtualization 

IBM 

Business  services 

$103.6  billion 

Mark  Hennessy,  VP  and  CIO 

Collaboration,  Bl,  Web  2.0 

Kent  State  University 

Education 

$400  million 

Ed  Mahon,  VP, 

Information  Services  and  CIO 

ERP,  BPM,  databases 

Lord,  Abbett  &  Co. 

Financial  services 

N/A 

Michael  Radziemski,  Partner 
and  CIO 

Bl,  customer  service/CRM,  databases 

Matson  Navigation 

Transportation 

$1.5  billion 

Peter  Weis,  VP  and  CIO 

Enterprise  architecture/SOA, 
open  source,  Web  services/SaaS 

Mazda  North  American 
Operations 

Automotive  N/A 

James  DiMarzio,  CIO 

Document  management,  e-business 

Monsanto  Company 

Agriculture 

$11.4  billion 

Shirley  Cunningham,  CIO 

BPM,  collaboration,  databases 

NetSpend 

Financial  services 

$75  million 

James  DeVoglaer,  CIO 

Bl,  databases,  ERP 

Pacific  Coast  Producers 

Manufacturing 

$460  million 

Peter  Wtulich,  VP  of  IS 

RFID,  collaboration,  Bl 

Pacific  Gas  and  Electric 

Utilities 

$13.2  billion 
(2007) 

Patricia  Lawicki,  SVP  and  CIO 

Customer  service/CRM,  databases, 
transaction  systems 

Pinnacle  Technical 
Resources 

Business  services 

$190  million 

Mark  Fowler,  Director  of 
Applications  Services 

Bl,  content/document  management, 
databases 

Reliance  Life  Insurance 
Company 

Insurance 

$573  million 

Mohan  Chandrasekaran,  CTO 

Collaboration,  BPM,  customer  service/CRM 

Sigma-Aldrich 

Health  care 

$2.2  billion 

CarlTurza,  CIO 

Collaboration,  content/document 
management,  search 

Stork  Craft 
Manufacturing 

Retail/wholesale/ 

distribution 

N/A 

Irene  Jeremic,  CIO 

BPM,  enterprise  architecture/SOA, 
supply  chain 

The  Progressive  Group 
of  Insurance  Companies 

Insurance 

$12.8  billion 

Raymond  Voelker,  CIO 

Operating  systems,  enterprise  architecture/ 

SOA,  rich  Internet  application  development 
tools 

Tulsa  Technology 

Center 

Education 

$79.5  million 

Jerry  Moore,  CIO 

Collaboration,  unified  communications, 

Web  2.0 

XO  Communications 

Telecommunications 

$1,4  billion 

Robert  L.  Geller,  CIO 

Customer  service/CRM,  VoIP,  Web  services/ 

SaaS 

Youth  and  New  Profes¬ 
sionals  Secretariat, 
Government  of  Ontario 

Government 

N/A 

David  Nicholl,  Corporate  CIO 

Collaboration,  enterprise  architecture/SOA, 

Web  2.0 

SOURCE:  CIO  100  Applications 

-Compiled  by  Anne  Alonzo  and  Simone  Levien 
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to  the  Domino’s  Pizza  Information 
Services  team  for  being 
honored  with  a  CIO  1 00  award  for 
their  technology  innovation  on 
Domino’s  Pizza  Tracker. 
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peer  advice  from  the  cio  executive  council 


SOUNDING  BOARD 

Big  Ideas  on  a  Shoestring 

Despite  limited  resources,  mid-market  CIO  100  honorees  used  partnerships, 
incremental  investment  and  client  collaboration  to  develop  winning  value 


ROBERT  URWILER,  VAIL  RESORTS 

MAKE  INCREMENTAL  INVESTMENTS 

When  the  fleet  of  scanners  for  authenticating  daily  and  seasonal  passes  at  our  resorts 
needed  replacement,  our  IT  department  took  that  as  an  opportunity  to  rethink  the 
entire  function  and  to  look  into  new  technologies.  Ultra-high-frequency  radio  frequency 
identification  (UHF  RFID)  tagging  technology  offered  many  potential  advances  for  us 
and  our  customers,  such  as  the  ability  to  unintrusively  scan  passes  as  guests  board 
individual  lifts.  But  our  innovative  proposal  for  scanning  had  never  before  been  applied 
at  a  ski  resort,  so  full,  up  front  funding  for  this  unproven  idea  was  very  unlikely. 

To  build  excitement  and  credibility,  we  created  an  internal  proving  ground  and 
asked  for  a  relatively  small  amount  of  money  to  bring  in  vendors  for  proof-of-concept 
tests.  A  small  investment  was  approved  for  the  testing,  which  limited  the  risks  ►  ►  ► 

The  CIO  Executive  Council  is  a  global  peer  advisory  service  and  professional  association 
of  more  than  500  CIOs,  founded  by  CIO's  publisher.  To  learn  more,  visit  council.cio.com. 


Robert  Urwiler, 


Gary  Kuyper, 

CIO,  Bethany 
Christian  Services 


Steven 
McIntosh,  CIO 

and  Senior  VP, 
Jackson  Family 
Enterprises 
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Technology  Means  Business 

Behind  every  product  we  sell,  there  is  a  story  of  collaboration 
and  innovation. 

By  merging  science  and  technology  to  create  innovative  solutions  to  real-world 
problems,  we  build  knowledge  for  our  customers.  And  with  Your  Favorite  Gene 
powered  by  Ingenuity,  a  Web-based  biological  search  tool  that  provides  scientists 
with  access  to  dynamic  gene-based  content,  we  encourage  discover  and  learning. 

We  believe  this  kind  of  advancement  reinforces  trust,  one  of  the  most  important 
business  results  for  our  company.  After  all,  our  goal  is  that  of  our  customers:  to  turn 
knowledge  into  innovation. 

At  Sigma-Aldrich,  technology  and  business  work  hand  in  hand  to  create  valuable 
applications  that  help  our  customers  reach  their  goals. 


Sigma-Aldrich  is  a  global  leader  in  Life  Science,  High  Technology  and  Service  and 
we  are  proud  to  be  recognized  with  a  CIO  100  award  for  IT  innovations.  To  learn 
more,  visit  sigma-aldrich.com 
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while  allowing  the  business  to  understand  the  technology,  giv¬ 
ing  us  room  to  work.  We  weren’t  going  in  saying  we  had  this 
great  product  that  would  move  mountains;  we  were  taking  a 
thoughtful,  iterative  approach  and  bringing  in  users  to  help  us 
evaluate  solutions  at  very  deliberate  points  when  we  knew  we 
had  something  with  potential.  It  wasn’t  until  all  of  us— IT  and 
the  business— were  happy,  that  we  asked  for  the  full  funding. 

GARY  KUYPER,  BETHANY  CHRISTIAN  SERVICES 

BE  HONEST  WITH  CLIENTS 

One  advantage  of  being  a  mid-market  company  is  that 
Bethany  has  only  a  few  hundred  staff  doing  the  work  that  our 
systems  support,  so  IT  can  get  close  to  our  users  who,  in  turn, 
are  incredibly  close  to  our  customers.  We  took  full  advantage  of 
this  proximity  when  IT  drove  the  creation  of  our  new  Adoption 
Management  System,  using  all  of  our  development  experience 
to  put  together  a  stable  system  that  can  expand  and  adapt  as 
families  and  laws  change  over  the  years.  At  nearly  every  point 
in  the  development  process  there  was  input  from  users  and 
clients  about  process  improvements  and  new  functions  that 
would  make  our  services  even  better,  all  of  which  informed 
requirements  and  led  to  tweaks. 

There  is  always  the  possibility  of  too  much  user  input.  A 
close  relationship,  however,  should  also  allow  for  honest  con¬ 
versations  about  feasibility.  We  haven’t  been  afraid  to  sit  them 
down  and  help  them  understand  how  their  desires  will  impact 
the  system,  project  scope,  project  cost  and  the  mission. 

STEVEN  MCINTOSH,  JACKSON  ENTERPRISES 

TAP  PARTNERS' EXPERTISE 

The  challenge  of  creating  the  systems  for  Vin  Lux  Fine  Wine 
Transport  was  starting  from  a  blank  page.  We  had  a  directive 
from  the  top  to  develop  a  solution  that  could  take  wines  from 
inventory  through  sales  order  and  out  to  the  customers,  but  we 
had  nothing  to  use  as  a  model  since  manual  processes  are  the 
norm  across  the  California  wine  logistics  market. 

The  partnership  behind  Vin  Lux  was  critical  since  our 
company  wasn’t  familiar  with  all  parts  of  the  process.  Partner¬ 
ing  not  only  brought  together  all  of  that  expertise  in  inventory, 
warehousing  and  transport,  but  also  allowed  each  partner’s 
IT  group  to  focus  on  enhancing  their  own  piece  of  the  picture. 
We  then  augmented  our  small  IT  group  with  a  consultant 
to  develop  a  middleware  solution  that  integrates  the  pieces 
and  processes. 

Our  relatively  small  scale  was  no  advantage  in  this  situa¬ 
tion;  the  complexity  of  implementing  this  kind  of  integrated 
solution  from  these  separate  systems  would  be  the  same  no 
matter  the  size.  But  having  people  in  place  across  the  partner¬ 
ship  who  were  already  familiar  with  the  systems  and  the  busi¬ 
ness  processes  made  it  possible  to  finish  the  integration  in  less 
than  one  year. 


down 


Score  Your  Vendors 
on  Contract 
Performance 


Who:  Roxanne  Reynolds-Lair,  CIO, 
the  Fashion  Institute  of  Design 
Sr  Merchandising;  and  Susan 
Faulkner,  director,  information 
systems  and  technology,  Blue- 
wave  Energy 


•V; 


Roxanne 

Reynolds-Lair 


What:  This  pair  of  scorecards 
is  part  of  the  toolkit  in  the  "Mid- 
Market  CIO/IT  Vendor  Relations 
Playbook,"  developed  by  Council  members  to  help 
improve  success  in  partnering  with  vendors.  The 
scorecards  provide  simple  ways  to  tally  and  track 
vendors'  relative  strengths  and  performance  in 
various  criteria  both  before  and  after  contracts  are 
signed.  Faulkner's  scorecard  provides  a  way  to  rate 
prospective  vendors  in  cost,  architecture,  meeting 
business  requirements,  viability  and  vision,  among 
other  weighted  categories.  Reynolds-Laits  tool 
rates  performance  in  handling  support  issues,  prod¬ 
uct  and  service  changes  and  legal  agreements. 

Why:  "There  is  more  and  more  burden  on  the 
customer  to  keep  up  with  the  legalities  and  actual 
execution  of  the  contract,  and  there  are  a  lot  of 
sand  traps  throughout,"  notes  Reynolds-Lair.  "We 
built  this  matrix  to  hold  vendors  accountable." 

How:  Numeric  scores  are  assigned  on  each 
sheet  based  on  both  subjective  and  objective 
evaluations  of  vendor  strengths,  weaknesses  and 
performance  history. 

getw  To  download  the  tool,  go  to  the 

connectboxatcouncil.cio.com. 
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Secrets  of  Successful  Vendor 
Contract  Negotiations 

Live  CIO  Council  Teleconference 

September  16, 11:00  a. m. -12:00  p.m. 
U.S./Eastern 


Matt  Karlyn,  attorney  at 
Foley  Sr  Lardner,  and  Lee  Levitt, 
IDC  program  director,  will  share 
tips  with  mid-market  IT  leaders 
on  negotiating  tactics  and 
new,  creative  contract  terms 
to  help  CIOs  make  better  deals. 


To  register 
go  to  the 

connect 

box  at 

council. 

cio.com. 
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Clustering  Yields  IT  Success 

High  availability  offers  significant  value  in  terms  of 
managing  and  optimizing  the  data  center 

Jim  Swartz,  cio  and  vice  president,  Sybase 

Swartz  is  responsible  for  all  of  Sybase's  worldwide  systems  and  information 
technology  infrastructure,  allocating  and  managing  global  IT  resources  includ¬ 
ing  data  centers,  applications  development  and  telecommunications.  He  has 
been  with  Sybase  since  2000. 


Companies  are  maxing  out  their  data 
centers  as  the  volume  of  data  grows 
exponentially.  Jim  Swartz  describes  how 
CIOs  can  help  their  organizations  ad¬ 
dress  the  challenges  this  creates  and  free 
IT  resources  to  adopt  new  technologies 
and  achieve  high  availability. 


What  challenges  do  organizations 
face  today  regarding  data  center 
management? 

Companies  are  looking  to  simplify  the 
environment,  reduce  the  number  of  data 
centers,  standardize  their  approaches  to 
operating  better  data  centers  and  then 
consolidate  them  into  fewer  footprints 
around  the  globe.  It's  a  process  to  sim¬ 
plify,  standardize  and  consolidate. 

One  challenge  CIOs  have  is  how  to  pull 
this  off  in  a  cost-effective  way  that  doesn’t 
disrupt  business  operations.  If  we  can 
create  an  environment  that  uses  less 
power,  less  footprint  and  less  hardware, 
then  we  can  preserve  our  margins,  if  not 
increase  them. 

How  does  high  availability  fit  into 
this  equation? 

We  are  all  global  companies,  and  we 
service  people  in  all  geographies  with 
the  same  systems.  You  can’t  take  a  system 
offline  in  North  America  in  the  evenings 
because  you  have  people  in  Asia  or  parts 


of  Europe  who  axe  going  to  need  to  use 
it  on  a  real-time  basis.  High  availability 
is  key  for  this  environment,  especially 
because  of  the  increase  in  the  speed  of 
business.  Any  small  event  in  a  remote 
part  of  the  world  could  instantaneously 
put  pressure  on  available  capacity  within 


a  data  center.  It’s  not  only  protection  from 
planned  and  unplanned  outages  but  also 
flexibility  to  meet  changing  conditions 
that  people  need  in  their  business. 

How  is  the  business  landscape 
changing  IT? 

The  pressure  is  on  IT  to  keep  budgets 
flat,  if  not  reduce  them.  It  requires  or¬ 
chestrating  a  shift  in  the  way  you 
allocate  your  resources.  Historically,  I 
think  there’s  been  an  80/20  rule,  where 
IT  has  generally  put  80  percent  of  its 
resources  into  maintaining  existing  sys¬ 
tems  and  only  20  percent  into  develop¬ 
ing  new  systems.  The  pressures  of  being 
more  productive  within  the  business  are 
forcing  all  of  us  to  think  about  changing 
that  ratio. 

Realistically,  taking  the  steps  toward 
bringing  it  to  60/40  or  50/50  is  the  jour¬ 
ney  that  we’re  all  pursuing.  This  enables 
you  to  do  less  maintenance  and  allows 
your  expensive  and  highly  talented  staff 
to  do  more  creative  work  and  adopt  the 


right  technologies  that  make  your  busi¬ 
ness  more  flexible. 

How  can  CIOs  best  address  these 
challenges? 

CIOs  have  to  seek  the  right  technolo¬ 
gies  that  meet  their  particular  business 
needs.  Part  of  that  task  requires  reducing 
maintenance  costs  so  you  can  improve 
innovation  efforts  and  also  take  a  hard 
look  at  the  wide  range  of  technologies 
out  there  that  will  help. 

For  example,  if  you  virtualize  your 
environment,  you  will  use  less  hardware. 
Instead  of  one  server  and  one  database, 
you  can  cluster  those  devices  for  more  re¬ 
liability  and  create  virtual  environments 
on  those  machines.  Needing  to  maintain 
less  hardware  and  having  a  clustered  core 
infrastructure  offers  a  lower-cost  model; 
it  also  enables  your  organization  to  take 
advantage  of  new  technologies  and  ser¬ 
vices,  such  as  cloud  computing. 


FOR  MORE  INFORMATION: 
Download  the  free  paper  "Containing 
the  Cost  of  Enterprise  Databases 
While  Boosting  Their  Flexibility  and 
Availability:  ASE  Cluster  Edition"  at 
www.cio.com/whitepapers/ 
sybase_cluster 

Sybase 
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If  we  can  create  an  environment  that  uses 
less  power,  less  footprint  and  less  hardware, 
then  we  can  preserve  our  margins. 


Although  relationships  what  M  jd_Market  CIOs  Want  from  Vendors 

between  mid-market  CIOs  and 

their  IT  vendors  have  generally 
improved,  there  is  still  a  signifi¬ 
cant  disconnect  between  what 
CIOs  want  and  what  their 
vendors  deliver,  To  develop  a 
best-practices  playbookfor 
improving  relations,  we  surveyed 
90  Council  members  with 
revenues  under  $2  billion  (see 
chart  at  right).  When  asked  what 
needs  were  most  important 
for  vendors  to  understand  and 
accommodate,  the  top  responses 
were  to  tailor  offerings  and  to 
communicate  better. 


Realistic  pricing 

Technology  solutions 
appropriate  for  the  mid-market 

Open  and  honest  communication 

Responsive  sales 
and  account  representatives 

Industry  knowledge 

Willingness  to  educate  on  tech  road  maps 
and  industry  practices 

Local  or  regional 
staff  presence 


81% 


60% 


45% 


1 35% 
|  33% 
30% 


18% 


SOURCE:  CIO  Executive  Council 


Improve  Relations  With  Vendors  Download  a  10-page  excerpt  of  the  Playbook, 
with  best  practices  from  more  than  20  mid-market  company  CIOs  and  perspectives  from 
IT  vendors  including  Microsoft,  Cisco  and  Oracle.  Go  to  council.cio.com/playbook. 


On  Their  Minds 

Mid-market  CIOs  say  IT  vendors  just  don't  get  how  to 
approach  them,  especially  in  cold-call  situations.  The 
following  suggestions  are  adapted  from  the  CIO  Executive 
Council's  "Mid-Market  CIO/IT  Vendor  Relations  Playbook," 


Reign  In  the  Reps 

Multiple  reps  calling 
independently  on  the 
same  CIO  in  the  space 
of  a  few  days  destroys 
vendor  credibility  and 
may  permanently  turn 
off  the  CIO. 

Tell,  Don't  Ask 

On  a  cold  call,  don't  ask 
a  CIO,  "So,  what  projects 
are  you  doing  for  the 
next  12  months?"  Do 


your  homework  and  say, 
"I  understand  you  are 
doing  X,  and  here's  how 
we  can  help  you  with 
that." 

Give  Us  Facts 

Slick  sales  brochures 
usually  go  right  in  the 
trash.  We  want  straight 
facts  and  examples 
of  companies  our  size 
doing  similar  projects 
with  similar  goals. 


Right-Size  It 

Don't  preach  "scaling 
up"  unless  the  CIO  has 
shown  interest;  mid¬ 
market  companies  can't 
afford  to  pay  now  for 
growth  later. 

Share  Names 

Nevermind  your  refer¬ 
ences.  Ask  who  we 
trust;  if  they  are  on  your 
client  list,  that's  who  we 
want  to  talk  to, 


11 


Hold  on-site  demos  with  all 
stakeholders  present. 


Longanacre  is  sizing  up  a  new 
telecommunications  vendor  for 
his  $340  million  insurance  firm. 
He  will: 


Ed  Longanacre, 

Senior  VP  of  IT,  Amerisafe 
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Visit  a  vendor  client  location 
of  his  choosing  to  meet  with 
users; 


Conduct  a  vendor  financial 
assessment  to  ensure  that 
debt  is  not  an  issue; 


Interview  the  vendor  as  he 
would  a  potential  employee  on 
topics  such  as  average  tenure 
of  the  vendor's  staff; 


11 
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TUlsaTech 

Thanks 

to  these  companies 
for  helping  TulsaTech 
to  be  recognized  as  a 

CI0 100  Honoree: 


This  award  recognizes  organizations  around  the  world  that  exemplify  the  highest 
level  of  operational  and  strategic  excellence  in  information  technology. 
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Inspiring  Minds 

CIO  100  honorees  share  tried-and-true  techniques  for 
inspiring  award-winning  innovation  by  Stephanie  overby 


"OK.  What's  Next?"  It's  the  last  leg  of  a  three-part  agenda  Eurpac  CIO  Mike  Skinner  uses  each  time 
he  meets  with  his  staff.  Number  one:  Where  are  resources  invested?  Number  two:  What  progress 
have  we  made?  Number  three:  What’s  our  next  goal?  Every  meeting.  Every  agenda.  Every  time. 

Skinner  doesn’t  mean,  “next  on  the  to-do  list,”  he  means  “what’s  the  next  big  thing?”  By  deeply 
imbedding  an  emphasis  on  innovation  into  IT  culture,  even  the  meetings  Skinner  doesn’t  lead  end 
focused  on  the  future.  And  it’s  that  ingrained,  innovative  mind-set  that  helped  Eurpac  earn  a  CIO 
100  honor  this  year  for  Artist2Market,  a  technology  platform  for  performing  artists  with  a  flexible 
model  for  recording,  developing  and  distributing  their  work. 

Eurpac  is  an  employee-owned  corporation  that  spans  several  industries,  handling  marketing  and 
sales  for  everything  from  tobacco  products  to  video  games.  And  Skinner  and  his  team  say  they’ve  found 
some  of  their  best  new  ideas  right  inside  the  company,  taking  proven  technology  from  one  side  of  the 
business  and  applying  it  to  another.  “Maybe  we  never  would  have  invested  in  that  capability  in  ►  ► 


\ 
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our  home  entertainment  business  but  we  can  see  where  it  can 
add  value  elsewhere,”  Skinner  explains. 

Other  CIO  100  honorees  agree  that  some  of  the  biggest  IT 
advances  originate  outside  of  IT.  CIO  100  honoree  Domino’s 
developed  Pizza  Tracker,  which  allows  customers  to  track  their 
orders  online  from  start  to  finish.  This  idea  stemmed  from  see¬ 
ing  other  industries  apply  the  concept,  says  Domino’s  Vice 
President  of  Information  Services  Chris  McGlothlin. 

At  one  point,  McGlothlin  wanted  all  IT  employees  to 
devote  10  percent  of  their  time  to  blue-sky  ideas.  The  prob¬ 
lem  was  that  in  the  fast  food  world,  he  knew  having  every¬ 
one  thinking  of  the  future  would  impair  daily  operations. 
Instead  he’s  formed  an  emerging  technology  team  that’s 
focused  entirely  on  innovation.  Their  only  objective:  two 
business-transforming  ideas  per  year. 

Three  years  in,  McGlothlin  couldn’t  be  more  pleased 
with  their  productivity.  “When  you  assemble  the  right  team, 
with  the  right  players,  incentives  and  environment,  amazing 
things  happen,”  he  says.  The  key  is  to  let  go  of  the  executive 
ego.  “High-performing  teams  can  accomplish  20  times  more 
than  you  could  ever  hope  to  by  yourself.” 


At  CIO  100  honoree  Raytheon,  most  IT  employees  are 
focused  on  bottom-line  results.  But  Vice  President  and  CIO 
Rebecca  Rhoads  gives  her  charges  room  to  flex  their  creative 
muscles  and  has  teams  tasked  with  looking  at  “new  prob¬ 
lem  spaces”  to  identify  innovative  solutions.  “This  forward- 
looking  approach  is  what  allows  our  entire  IT  organization 
to  anticipate  new  technologies,”  Rhoads  says. 

Another  key  to  keeping  innovation  front  and  center  is  mak¬ 
ing  it  visible.  Rhoads  says  that  CIOs  who  wish  to  innovate  must 
“be  sure  everyone  understands  its  importance  to  the  company; 
protect  innovative  thinking;  share  ideas,  funding  and  staffing 
freely;  and  make  sure  successes  are  promoted.” 

But  just  as  important  as  a  spotlight  on  success  is  high¬ 
lighting  ideas  with  potential.  Domino’s  McGlothlin  tries  to 
keep  the  phrase  “that’ll  never  work”  out  of  his  vocabulary, 
even  when  an  idea  clearly  needs  more  time  in  the  oven.  “I 
have  a  tremendous  team,”  says  McGlothlin,  “and  as  long  as 
I  don’t  squash  their  innate  passion  and  curiosity,  I  believe 
that  innovation  will  happen.” 

Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 


'We  had  a  customer  come  on  board  that  was 
hosting  at  a  competitor’s  facility.  They  decided 
to  switch  to  SunGard,  because  they  felt  their 
current  provider  wasn't  responding  to  their  needs, 


Sandy  Koppelman 

Senior  Implementation 
Project  Manager 

SunGard  Availability 
Services 
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PowerPoint  Intervention 


off  the  eye-crossing  bullet  points  and  use  your  slides  to  make  a 
great  story  all  the  more  memorable  by  maryfran  johnson 


The  CIO  walked  on  stage  with  every  apparent 
confidence,  relaxed  and  ready  to  tell  his  story. 
His  opener  was  a  droll  little  anecdote  about 
fending  off  starving  vendors.  The  audience 
was  smiling  back  at  him,  BlackBerrys  tucked 
away,  fully  engaged. 

Then  the  speaker  picked  up  the  clicker,  lashed  himself 
to  the  mast  of  an  absolutely  stupefying,  bullet-point-rid¬ 
dled  PowerPoint  deck  and  sank  like 
a  stone.  Sixty  seconds  into  his  slides, 
the  BlackBerrys  revved  back  up  and 
the  audience  was  gone,  baby,  gone. 

Watching  this  death-by-Power- 
Point  scenario  unfold,  I  imagined  an 
intervention.  I  saw  myself  leaping 
on  stage,  snatching  away  that  clicker 
and  turning  our  hapless  speaker  back 
into  a  human  being  with  a  good  story 
to  tell.  What  a  crying  shame,  I  thought,  that  this  executive 
addiction  is  so  damn  hard  to  break. 

Each  time  I  sign  up  a  CIO  speaker,  I  hopefully  suggest 
the  option  of  going  slide-free.  From  the  reaction  I  get,  youd 
think  I  suggested  walking  on  stage  pants-free. 

“PowerPoint  has  become  such  a  crutch  because  the 
speakers  often  don’t  know  their  content  well  enough,” 
says  Loraine  Antrim,  cofounder  of  Core  Ideas  Communi¬ 
cations,  an  executive  coaching  firm  in  Philadelphia.  “I  tell 
people  that  every  slide  gives  the  eyes  something  to  look  at 
while  it  shuts  down  the  ears.  Even  the  speakers  stop  hear¬ 
ing  themselves!” 

A  former  college  teacher  of  public  speaking  and  rhetoric, 
Antrim  has  been  coaching  C-suite  executives  for  the  past 
12  years.  Almost  no  one  has  been  willing  to  go  cold-turkey 


Each  time  I  sign  up  a  CIO 
speaker,  I  suggest  the 
option  of  going  slide- 
free.  From  the  reaction 
I  get,  you'd  think  I 
suggested  walking 
on  stage  pants-free. 


from  PowerPoint.  “It’s  become  part  of  corporate  culture, 
so  it  takes  a  lot  of  guts  to  break  away,”  she  says.  Executives 
are  hooked  on  the  way  it  structures  information  and  saves 
preparation  time  (especially  if  the  marketing  department 
created  the  slides  in  the  first  place). 

Yet  like  so  many  aspects  of  good  communication,  this 
unfortunate  habit  can  be  changed.  You  can  actually  do  your 
own  intervention  with  a  few  meaningful  tweaks  to  your 
preparation  style.  One  book  that  may 
help  reconceptualize  your  approach 
is  Garr  Reynolds’  Presentation  Zen: 
Simple  Ideas  on  Presentation  Design  and 
Delivery.  It’s  filled  with  wise  advice  on 
how  to  prepare,  design  and  deliver 
lasting  messages.  “Good  presenta¬ 
tions  are  about  conversing,  sharing 
and  connecting,”  Reynolds  writes. 

Some  bits  of  his  advice  that  I  espe¬ 
cially  liked  were  to: 

■  “Storyboard”  or  brainstorm  your  presentation  flow  on 
paper,  far  away  from  the  computer. 

■  Create  and  use  striking  images  to  illustrate  your 
themes.  That’s  what  people  will  remember. 

■  Stop  riddling  your  audience  with  bullet  points.  Use 
them  so  sparingly  they  become  the  memorable  exception. 

■  Know  your  story  line  and  supporting  details  so  well 
that  you  barely  glance  at  those  distracting  slides. 

If  you  really  can’t  kick  the  PowerPoint  habit,  then  at 
least  make  your  slides  worth  watching.  Don’t  make  me 
come  up  there. 

Maryfran  Johnson  is  CIO  magazine's  editor  in  chief.  Reach  her  at 
mfiohnson@cio.com. 


Quick  Fix  « s  w  Password  Protect  or  Perish:  According  to  a  survey  by  Credant  Technologies,  only 
35  percent  of  IT  professionals  lock  their  smartphones  (only  marginally  better  than  the  population  at  large). 
Leaving  it  unlocked  compromises  personal  and  corporate  data,  causing  even  bigger  1  ?adaches  if  your  device 
lands  in  the  wrong  hands.  And  those  in  the  C-suite  are  among  the  worst  culprits.  Lock  it  up  already! 
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hree-minute  coach 


Help! 

How  should  I  help 
my  employees  with 
ongoing  anxiety 
about  the  economy? 

COACH:  MORRIE  SHECHTMAN,  man¬ 
agement  consultant  and  psychotherapist 
specializing  in  change;  author  of  Fifth  Wave 
Leadership:  The  Internal  Frontier 

©  Always  address  everyone  in  groups. 
One-to-one  meetings  are  real  time-killers. 
The  group  is  a  much  more  effective  change 
agent.  Concentrate  on  one  thing  to  offer 
that  doesn't  cost  anything:  personal 


growth.  Who  employees  are  as  people  is 
one  of  the  most  important  facets  of  what 
they  bring  to  the  company.  Many  people 
fear  receiving  or  giving  feedback;  they 
don't  want  to  show  weakness  or  make 
someone  uncomfortable.  But  put  them 
in  the  right  setting  and  they  may  provide 
clear  and  compelling  feedback. 

©  Sometimes  you  need  to  adapt  your 
approach  to  the  employee.  If  someone  is 
focused  personally,  they  can  concentrate 
on  their  work.  If  you  only  set  professional 
goals,  the  person  doesn't  accomplish  as 
much  for  you. 

Today,  people  stay  in  school  longer  and 
postpone  life  experience.  Maturation  is 
delayed.  Look  at  the  generation  of  people 
who  are  40, 50, 60.  What  life  experience 


did  they  have  in  their  20s?  They  were  mar¬ 
ried,  maybe  raising  a  family  and  owning  a 
home.  That  is  rarely  the  experience  of  20- 
and  30-year-olds  [now].  If  you  don't  work 
with  people  on  their  personal  develop¬ 
ment,  you  have  an  emotional  15-year-old 
working  on  your  programming. 

©  Never  [disregard]  how  scary  these 
times  are.  Everyone's  feeling  it,  Don't  let 
it  become  an  underground  movement  of 
shame  and  fear.  Everyone's  scared  they 
will  get  fired  or  not  get  promoted  or  lose 
everything  they've  worked  for.  If  you  don't 
talk  about  it,  it  emotionally  constipates 
them  and  they're  not  able  to  focus. 

Morrie  Shechtman  was  interviewed  by 
Senior  Editor  Kim  S.  Nash. 


Sandy  Koppelman 

Senior  Implementation 
Project  Manager 

SunGard  Availability 
Services 


"SunGard  was  willing  to  go  that  extra 
We  became  a  partner  to  the  customer  and 
worked  hand  in  hand  to  deliver  the 
customized  solution  they 
were  looking  for.” 


10,000  customers,  like  Sandy's,  rely  on  SunGard  Availability  Services  to  keep  their  information  up  and  running. 
With  services  like  AdvancedHostingSM,  they  have  access  to  secure,  scalable  solutions  without  taking  on  added 
work  and  costs.  As  the  leader  in  Information  Availability,  we  deliver  integrated  solutions  to  keep  your 
organization's  people  and  information  connected;  both  today  and  as  your  needs  evolve.  To  design  your 
solution,  visit  www.sungardservices.com/RL10  or  call  1-888-471-1816. 


SUNGARD 

Availability  Services 
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...Get  An  Outside  Mentor 


BY  KRISTIN  BURNHAM 


You  don't  need  to  be  a  recent  college  grad  or  mid-level 
employee  to  benefit  from  a  mentor.  In  fact,  says  Caroline 
Simard,  director  of  research  at  the  Anita  Borg  Institute 
for  Women  and  Technology  and  coauthor  of  Mentoring  in  a 
Box,  mentoring  is  shown  to  increase  future  earnings,  pro¬ 
motions,  job  satisfaction  and  retention  regardless  of  your 
career  stage.  “It’s  especially  important  now  because  as  Baby 
Boomers  prepare  to  retire,  there’s  this  whole  knowledge 
transfer  that  needs  to  happen,”  she  says.  Here’s  how  to  find 
an  outside  mentor  and  get  the  most  from  that  relationship. 

l]  DEFINE  YOUR  GOALS.  Make  a  list  of  what  you’re  hop¬ 
ing  to  get  out  of  a  mentoring  relationship,  and  be  specific.  Do 
you  want  to  brush  up  on  presentation  skills?  Become  more 
familiar  with  social  media?  Get  more  comfortable  with  pro¬ 
gramming?  Also,  says  Simard,  understand  that  you  probably 
won’t  find  one  mentor  for  everything.  “Having  one,  in-depth 
relationship  is  somewhat  of  a  myth  now,”  she  says.  “It’s  per¬ 
fectly  acceptable  to  have  many  mentors  for  many  things.” 


set  that  you  want  to  hone.  “Usually  if  there  is  direction  in 
a  relationship,  people  are  very  willing  to  accept,”  she  says. 
Propose  a  length  of  time  for  the  relationship  (allowing  you 
an  “out”  if  it’s  not  a  good  fit),  how  often  you’d  like  to  meet 
and  the  logistics  of  the  meeting  (via  phone,  in-office,  e-mail, 
coffee  break,  etc.).  Be  as  flexible  as  possible. 


2]  PROPOSE  A  MENTORSHIP.  Determine  who  the  best 
people  are  to  learn  from  for  each  specific  skill,  and  don’t  just 
concentrate  on  those  in  higher  positions.  “If  social  media  is 
something  you  want  to  learn  more  about,  a  young  colleague 
might  be  the  best  person  to  be  mentored  by,”  advises  Simard. 
Explain  to  each  of  these  people  that  they  have  a  specific  skill 


3]  PLAN  FOR  YOUR  MEETING.  “Think  of  it  like  a  business 
meeting,”  Simard  says.  “You  don’t  propose  one  if  you  don’t 
have  anything  to  talk  about.”  Prepare  by  making  a  list  of 
topics  you  want  to  cover.  These  may  include  scenarios  that 
you  had  difficulty  navigating,  questions  about  an  applica¬ 
tion  or  specific,  career-related  inquiries. 


...use  hashtags  in  Twitter 

While  you  can  use  Twitter's  search  tool  to  find 
specific  users  and  their  messages,  hashtags 
allow  you  to  sort  tweets  into  specific  categories. 
The  trend  of  using  hashtags  led  to  the  commu¬ 
nity-driven  site  Hashtags.org,  where  a  semiof¬ 
ficial  directory  of  Twitter's  hashtags  now  resides. 
If  you're  writing  a  tweet  about  a  topic  you  think 
may  already  have  a  unique  hashtag  assigned 
to  it,  check  the  site's  directory  of  alphabetically 
listed  hashtags  or  just  type  your  query  into  the 
keyword  search,  Using  the  appropriate  hashtag 
in  your  tweets  also  aids  in  helping  otherTwitter 
users  find  your  tweets  more  easily. 

-C.G.  Lynch 


...ensure  good  job  references 

Have  you  ever  wondered  what  your  professional  references 
say  about  you  when  prospective  employers  call  them?  Per¬ 
haps  you  suspect  that  one  or  more  of  your  references  isn't 
providing  the  glowing  review  of  you  that  he  or  she  promised 
when  you  were  laid  off.  To  ensure  a  good  job  reference,  says 
Jeff  Shane  VP  of  Allison  &  Taylor,  a  professional  reference- 
checking  and  employment  verification  firm,  make  sure  you 
keep  in  close  contact  with  references-an  active  and  positive 
relationship  is  key.  Let  them  know  the  kind  of  positions  you'll 
be  applying  for  and  when  they  might  get  a  call  from  a  pro¬ 
spective  employer.  Offer  frequent  updates  on  your  activities 
and  tell  them  you  appreciate  their  support. 

-Meridith  Levinson 
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A  case  study  detailing  the  project  and  authored  by 
Mahon  can  be  found  at  http://www.educause.edu/ 
Resources/lmplementinganERPonTimeandonBu/171910 


Kent  State  University 
receives  CI0 100  Award 


Kent  State  University  is  proud  to  be  a 
CI0 100  award  winner.  Our  special 

appreciation  goes  to  Ed  Mahon, 
vice  president  for  Information 
Services  and  chief  information 
officer,  who  led  the  initiative  with 
the  Information  Services 
division  and  the  university 
community.  The  implementation 
of  Kent  State's  enterprise 
resource  planning  system  was 
on  time  and  on  budget,  and  the  result  is 
an  award-winning  success,  saving  the 
university  $600,000  annually. 


That's  excellence  in  action.  It's  happening 
every  day  at  Kent  State  University. 
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Raytheon  is  proud  to  congratulate  each  and  every  member  of  our  global  IT 
organization  for  being  recognized  as  a  2009  CIO  100  Honoree.  This  special  honor  is 
awarded  to  teams  that  consistently  demonstrate  innovative  thinking  in  developing  and 
deploying  IT  solutions  across  the  entire  organization  (and  beyond).  Here's  to  playing  a 
vital  role  in  helping  Raytheon  succeed  in  our  mission:  enabling  customer  success. 


www.raytheon.com 
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©  2009  Raytheon  Company.  All  rights  reserved. 

"Customer  Success  Is  Our  Mission"  is  a  registered  trademark  of  Raytheon  Company. 


Worth  the  Wait 

A  passenger  in  Terminal  Five,  JetBlue’s  10-month-old  terminal  at  JFK  airport,  might  just  forget  what  a 
hassle  it  is  to  travel.  With  double  the  number  of  self-service  check-in  kiosks  the  airline  had  in  its  old 
terminal,  plus  15  security  lanes,  passengers  wait  less.  In  the  gate  area,  hundreds  of  laptop  stations  are 
equipped  with  touch-screen  menus  for  food  delivery  (no  more  juggling  sandwich,  drink  and  carry-on 
from  the  food  court  to  your  flight)  and  400  display  screens  that  constantly  provide  weather  reports  and 
flight  status  updates.  The  IT  overhaul,  which  earned  a  2009  CIO  100  Award,  includes  a  service-oriented 
architecture  that  consolidates  services  from  JetBlue’s  business  partners,  streamlining  systems  ranging 
from  automated  baggage  handling  to  information  display  screens.  Pat  Thompson,  JetBlue’s  director  of  IT 
operations,  says  the  “customer  experience  that  technology  enables,”  contributed  to  a  7.5  percent  increase 
in  customer  loyalty  in  the  first  quarter.  -Simone  Levien 
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Twitter.  Facebook.  YouTube.  MySpace. 
Digg.  Social  media  isn’t  going  away.  More 
and  more  companies  are  trying  to  leverage 
it,  but  it’s  not  enough  to  just  jump  on  this 
bandwagon.  You  need  a  strategy  that’s 
grounded  in  reality.  One  that  understands 
why  social  media  is  critical  to  business 
success  today.  One  that  recognizes  what 
social  proof  is  and  why  it’s  so  important. 
One  that  grasps  why  content  is  still  the 
key  to  promoting  your  message  the  right 
way.  While  the  social  media  wave  is  easy  to 
jump  into,  building  a  foundation  based  on 
four  key  principles  will  set  your  company 
on  the  road  to  success  with  this  medium. 

Why  does  social  media  matter,  really? 

Social  media  is  simply  the  most  powerful 
medium  for  getting  your  company’s 
message  across.  It’s  where  word-of-mouth 
marketing  meets  technology  and  it  exists 
as  social  networks,  activity  feeds,  blogs, 
threaded  discussions,  user  reviews,  ratings 
and  comments. 

Whether  you  like  it  or  not,  this  is 
where  your  message  meets  the  social  Web, 
Organic  branding  happens  here  and  good 
and  bad  information  both  spread  rapidly 
(the  bad  often  more  so).  Your  company  can 
choose  to  participate  in  the  conversation 
and  elicit  some  control  over  the  direction 
it  takes,  or  it  can  sit  back  and  let  consumers 
say  what  they  will.  But  your  brand’s 
reputation  will  evolve  here  and  organically 
establish  the  social  proof  you’re  looking  for 
from  all  of  your  marketing. 

Understanding  social  proof 

Ninety  percent  of  consumers  trust 


THOUGHT  LEADER 
PERSPECTIVE 


Social  Media  Strategy 

Four  essential  elements 

for  building  social  Web  success 

Bill  Rogers  founder  &  chief  executive  officer  of  ektron,  inc. 

Since  founding  Ektron  in  1998,  Rogers  has  sparked  a  revolution  in  the  way  organizations 
create  and  manage  Web  sites.  He  has  led  the  way  with  innovative  technology,  pioneering 
collaborative  social  networking  environments  and  rich,  interactive  online  experiences.  His 
forward-thinking  vision  for  Web  site  technology  aligns  Ektron's  engineering  innovations 
perfectly  with  the  needs  of  global  businesses. 


their  spouses’  opinions  and  65%  trust 
those  of  their  friends.  But  only  8%  trust 
what  celebrities  have  to  say  and  only 
17%  trust  advertising  when  it  comes  to 
making  decisions.  The  trust  they  have 
in  the  people  closest  to  them  is  the  social 
proof  you  need  to  succeed.  Those  people 
that  your  audience  relies  on  need  to  be 
referring  to  your  company  as  an  expert  in 
its  field,  whatever  field  that  is. 

You  can’t  be  everywhere  at  once  (so 
choose  carefully  which  social  networks  you 
want  to  participate  in),  but  the  people  who 
follow  what  you  say  and  believe  in  your 
company  will  spread  the  word  for  you,  to 
their  friends  and  their  friends-of-friends, 
and  to  networks  that  you  might  have 
thought  were  beyond  your  reach. 

Social  proof  for  SEO 

Establishing  positive  social  proof  isn’t 
just  good  marketing.  It’s  good  for  your 
SEO  as  well.  Search  engines  like  Google 
look  for  trusted  authority  sites  to  rank 
high  in  their  search  results  and  are  now 
turning  their  attention  to  social  media 
to  determine  what  those  sites  are.  Being 
recognized  as  a  leader  in  your  field  will 
have  your  audience  referring  back  to  you 
company,  referring  your  links  to  others, 
growing  your  SEO  and  cementing  your 
message  to  your  brand. 

Content,  the  once  and  future  king 

That  message  they’re  spreading?  That’s 
the  content  they  find  wherever  your 
company  leaves  its  mark.  From  videos  on 
your  Web  site  to  comments  on  a  blog  to 
employee  Tweets,  they’re  all  part  of  what 


your  company  is  perceived  to  be.  Good, 
effective  content  establishes  you  as  an 
authoritative  source,  both  on  your  Web 
site  and  as  your  message  spreads  to  other 
networks. 

Mismanagement  of  content  can  result 
in  the  corruption  of  your  message  and  a 
loss  of  control.  Your  company  could  spend 
more  time  and  money  cleaning  up  the 
mess  than  it  does  promoting  your  good 
information. 

By  making  sure  that  your  content  is 
reflecting  your  company’s  message,  you 
will  be  ensuring  that  the  social  proof  being 
built  is  establishing  your  brand  in  the  most 
positive  way  possible  and  is  in  line  with 
the  branding  you’ve  established.  When 
you’re  telling  the  world  about  the  expertise 
your  company  has,  your  primary  source 
of  information  and  messaging  has  to  be 
conveyed  perfectly  in  order  to  move  the 
social  media  conversation  in  the  direction 
you  want  it  to  go. 

No  matter  how  good  your  product  is, 
your  reputation  is  just  as  valuable.  Putting 
the  social  Web  to  work  for  you  with  social 
media  is  the  ultimate  in  word  of  mouth 
advertising  and  it  deserves  a  strategy 
founded  in  tried  and  true  principles. 

For  a  comprehensive  guide  to  social 
media  strategy,  complete  with  targeted  and 
measurable  goals,  visit:  ektron.com/CIO 

ektron 

What  do  you  want 

your  website  to  do? 


Imagine  storage  and  data  management  solutions  smart  enough  to  support  the  data  you  need,  and  not  a  lot  of  dead  weight. 

It’s  possible  when  you  partner  with  NetApp.  Our  industry-leading  solutions  use  deduplication  and  other  space-saving  technologies 
to  help  you  store  data  efficiently  and  reduce  your  footprint  by  50%  or  more.  So  you  can  manage  exponential  growth  while 
minimizing  your  storage  investment — all  with  the  support  of  a  team  that  will  exceed  your  expectations.  See  how  we  can  help 
your  business  go  further,  faster.  Find  out  how  you  can  use  50%  less  storage,  guaranteed*  at  netapp.com/efficiency. 
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©  2008  NetApp.  All  rights  reserved.  Specifications  are  subject  to  change  without  notice.  NetApp,  the  NetApp  logo,  and  Go  further,  faster  are  trademarks  or  registered  trademarks  of  NetApp,  Inc.  in  the  United 
States  and/or  other  countries.  All  other  brands  or  products  are  trademarks  or  registered  trademarks  of  their  respective  holders  and  should  be  treated  as  such.  'This  guarantee  and  related  Program  is  limited  to 
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